


von mer 
Tai ie 
ed ot iS 


Soria arn 
, =e 




















HARDWARED PL 


SEE the BUYING CHECK LIST on page 36 September 7, 1961 








NO MATTER WHAT OTHERS MAY SAY 
a ee ee a 


‘ a Pee rae ae 
oe ae i eee Sag a 
ea : 
Bes 








guaranteed NON-BREAKABLE 


4 that won’t bend, break or collapse— 
| can’t rust, rot or corrode 


MADE OF FIBER-GLASS 
Stronger than Steel... 
with the Hickory Feel 
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ofit—FAST! 


Set it up in any 14’ circle in the store and watch the Red 
Devil Tool Tree grow profits on all four sides. 

¢ The Tool Tree is a COMPLETE Paint-up Patch-up tool 
department. 

e It is an attractive, FOUR SIDED, modern display that 
REVOLVES at a touch. 

e The entire inventory—28 high-demand items—is on dis- 
play... NO EXCESS STOCK. 

* QUANTITIES of items are based on actual TURN- 
OVER records, and 

e The TINY SPACE (14" circle x 68” high) yields better 
than 40% profit. 


YOU GET ALL THESE TOOLS... © $59.86 profit. Cost to you: $89.36. Retail $149.22. 


Display is free 


6—P13-11/4F Putty Knife 6—WT1 
6—P13-11/4S Putty Knife 6—UP2 


Window Tool 
Utility Patcher 


¢ Packed in 2 cartons. Shipping weight 75 lbs: 
Why not plant a Red Devil Tool Tree on a little spot in 
your store? It will grow profits for you... year ’round. 


6—P13-3F Wall Scraper 6—RK1 Razor Knife 
6—P13-3S Wall Scraper — 6—UK55 Utility Knife 
6—P13-4F Spachtling Knife 6 1C-11/2 Molding Chisel 
6—P13-5F Spachtling Knife 6—*10 Wood Scraper 
6—P103-1 1/2F Putty Knife 6—*40 Wood S 
6—P103-3F Wall Scraper at act een ati 


6—P103-41/2 Wall Scraper 6—*50 Wood Scraper 

6—P103-6 , Wall Senate 12—*1 Wood Scraper Blades 

12—*023 Glass Cutter 12 pr.—*1 1/2 Wood Scraper Blades 

6—DS1 Dragon Skin 12 pr.—*2 1/2 Wood Scraper Blades e 


6—*9S Holder with 12—RS23 Razor Scraper 
Dragon Skin 2cds.—RSB1 Razor Blades UNION, N. J., U.S.A. 
6—*9A Sandpaper Holder 1 doz.—*10 


For more information about the Tool Tree, or any of the 


other Red Devil display merchandisers, contact your Red 
Devil Jobber. 3025 


Push Points : 
World's largest manufacturer of painters’ and glaziers’ tools—since 1872 





HEN IT COMES TO LOCKS... 


W 
YALE MAKES IT AN OPEN-AND-SHUT CASE! 


Yale locks and hardware offer a institutions and hotels have been line of locks and hardware, write 
double benefit: A completely re- secured by Yale locks ever since US direct or see your Yale & Towne 
designed line, all new over the past Linus Yale invented the pin- Distributor. Be sure to ask about 
SIX years, combined with the old- tumbler lock in 1868. Each year, the Yale Special listed below. 
est, most reliable name in locks Yale issues over fifty million keys, Product of The Yale & Towne 
and hardware. which secure ful] lines of door Manufacturing Company, Yale 
In addition, Yale makes the broad- locksets, panic exit devices, pad- Lock & Hardware Division, White 
est line of locks and hardware any- locks, locker locks, auxiliary locks Plains, New York. 

where in the world. And its name and cabinet locks. Yale also manu- 
(an aid to security in itself!) js factures the most complete line of 


known the world over. Millions of — door closers in the world. 
doors in homes, Schools, factories, For further information on the Yale YA LE & TOW » 2 


ALE FALL 


Padlocks « Nightlatches ¢ ee 
Cabinet locks ¢ Screen door hardwa 


Sliding door hardware « Key machines 
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.»»FOR GREATER BLADE SALES 


On your counter or pegboard, you can mount a sustained assault for 
still higher blade sales...with the Nicholson or Black Diamond 
hacksaw blade display. 


This eye-catching, multicolored unit offers a replacement item 
that most customers need. It wears the brand name most customers 
know and trust. It identifies the blade type and it shows the price 
(lower than most people realize) ...and it’s yours free with the blades. 


Enjoy greater impulse sales ...greater blade turnover. Let the 
Nicholson or Black Diamond hacksaw blade display do a visible 
selling job for you. Your supplier has it in stock for you now. 
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Here’s Your Profit Story: 

Your Cost $17.12 
Your Selling Price 

Your Profit 


‘e. NICHOLSON SS 


Nicholson File Company, Providence 1, Rhode Island 
Files - Rotary Burs » Hacksaw and Band Saw Blades 
Ground Fiat Stock + Industrial Hammers 


Want more facts? Circle 102, p. 55 
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Display ACCO Extra-Bright 
Zinc Plated Proof and BBB Coil Chain 
in Pails or Drums 


* Your whole chain sales picture will brighten when you display acco Proof 
Coil Chain and BBB Coil Chain with the new Extra-Bright Zisic Finish. So 
sparkling and so different is this chain, that it actually sells itself. For 
instance, it’s the kind of chain that will catch the eye of the customer who is 
looking for a mooring line for his boat. Home owners will see many practical 


uses for it such as closing off the driveway or hanging potentially dangerous 
tools out of reach of the children. 


Whatever the end use, your customers will be well pleased with the new 
: Extra-Bright Zinc Finish these two popular chains offer. A durable protec- 
os tive coating bonded to the chain surface, it is highly resistant to rust, stain, 
and tarnish. Stays bright long after standard zinc finishes turn dull and 
) dirty looking. 
4 | Extra-Bright Zinc Proof and BBB Coil Chain ,is put up in two new 
ready-to-use containers for the convenience of customers and clerks. You 
| can choose from sturdy, reusable steel Acco pails, or attractive Leverpak 
| f | fibre drums if you order larger quantities of chain. 


| *Registered Trademark, Continental Can Company 
A 


orn | AMERICAN CHAIN 2° 
Contact your American Chain 


distributor for complete informa- American Chain Division * American Chain & Cable Company, Inc. 
tion about these items or write Bridgeport, Conn. + Factories: *York and *Braddock, Pa. 


. Sales Offices: *Atianta, Boston, *Chicago, *Denver, Detroit, *Houston 
our Yor k, P won of, f uce f or your *Los Angeles, New York, Philadelphia, Pittsburgh, *Portland, Ore., *San Francisco . 
copy of free literature *Indicates Warehouse Stocks 
Want more facts? Circle 103, p. 55 
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Editorial 


by W. A. Phair 


A lack of loyalty .. . 


“Dealers don’t have a sense of loyalty these days. They’re just out 
to make a fast buck.” 


How often we have heard wholesalers and manufacturers voice 
this complaint! Whenever I hear this criticism, 1 am tempted to 
suggest that the people doing the complaining ought to check up on 
their own sense of loyalty, before they criticize others. 


Dealers have just as strong a sense of loyalty today as they have 
had in the past. Human nature doesn’t change much over the years. 
If there appears to be a loss of loyalty, it may be because wholesalers 
and manufacturers give dealers less reason to be loyal. 


Loyalty in business is something that can’t be purchased; nor can 
it be established by legislation. It must be earned. Some of the prac- 
tices of wholesalers and manufacturers that we see these days are 
hardly likely to earn a dealer’s loyalty. 


If you feel that you do not have the same close relationships with 
dealers that you have enjoyed in the past, it would be well to take a 
good look at the way you run your business. Ask yourself, “What 
have I done to deserve loyalty?” A truly objective scrutiny of the 
way you run your company could well put the spotlight on some 
glaring weaknesses, particularly in the area of policies. 


There are still some factories and some distributors that enjoy an 
intimate, enduring relationship with their retail outlets. These are 
firms whose policies are sound, known and enforced. They have done 
something to earn loyalty. 


In these days when distribution channels are so hopelessly crossed, 
it is natural that some of the old relationships will weaken. Perhaps 
this is a sign of the times. 


Whatever it may be, it does not reflect any basic change in the emo- 
tional make-up of dealers. If there is a loss of old loyalties it is not 
the sole fault of the retailer. It is more likely the consequence of 
changes in the policies of wholesalers and distributors. 


These changes are often so subtle that one is not aware that they 
are taking place. But the cumulative effect of the changes, over a 
period of time, can be most significant. Some of these changes may 
occur under the impetus of broad movements in distribution generally 
and, in a sense, are beyond the control of either the manufacturer 
or distributor. 


Perhaps we should worry less about loyalty and, instead, concen- 
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Editorial 


continued 


trate more on earning a customer’s business. If we do a good job of 
this, loyalty will follow in a normal fashion. 


Matter of survival ... 


How does a wholesaler get, and hold, a dealer’s business these days? 


This is a real interesting question, and an important one. In fact, its 
a matter of survival. 


Some distributors, I fear, still operate on the basis that friendship 
in the past is the best basis for business in the future. We know this 
doesn’t work. Then there are some wholesalers who are convinced 
that an extra 5 or 10 percent is the only real sales builder. Experi- 
ence has shown that this isn’t the answer, either. 


Looking at this subject from another angle, we might ask a whole- 
saler, “Why should a dealer buy from you?” Are your lines better? 


Or is it your terms . .. or your deliveries . . . or your adjustments 
.. or your outs? 


I suspect that in many cases, dealers would find that there is little 
difference from one distributor to another. So little difference, in fact, 
that a dealer has very little reason for concentrating on one distribu- 
tor in preference to another. The fetish of conformity that dominates 
so much of today’s business thinking has in it the seeds of self- 
destruction. It reduces competitors to a common denominator; it 
removes the differences so necessary to success in any venture. 


Too often we find that the deciding factor in a dealer’s decision is 
the personality of the wholesaler’s salesman. This is fine from the 
salesman’s viewpoint, but unhealthy from a management viewpoint. 


In the long run, the firms that are most successful are those that 
are willing to try new ideas, new ways of being helpful; that offer 
something that marks them as different from others. 


Where would our country be today, if every manufacturer refused 
to consider changing the design of his product, or refused to try a 
new material? Many old firms in business today are making their 
profits on products that weren’t dreamt of five years ago. 


Change is inevitable in every business. But sometimes in trying a 
change we go down the wrong street and the experiment fails. But 
out of each effort that fails, comes a residue of information that helps 
make the next effort more successful. 


When you look over the methods and policies of wholesalers, you 
find that despite the startling changes that have taken place over the 
years in distribution, some distributors are still operating and think- 
ing as they did 20 years ago. This is not the way to meet today’s 
competitive challenge. 


The American competitive system is rough, but rewarding. If you 
want more business, you have to offer something that is different, 
more valuable; something that fits today’s needs. Do you? 
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when you give 
big display 
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For Clothesline @ Camping 
@ Real jump ropes e Real play ropes 


quret O8 4 Brung o> 


o" 
Golan te ‘| Samson Cordage Works 


x BOSTON 10, MASSACHUSETTS 


Put them on your want list Now! 
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WASHINGTON 


NEWS 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


New minimum wages in effect... 


Reminder: 1961 amendments to federal minimum wage laws went 
into effect this week. Be sure you know if and how the law effects 
your store (see HA, May 18, 1961). In case you missed a copy of 
the Labor Department’s brochure, you can contact the wage-hour 
field office nearest you. Offices are in 86 major cities, listed in 
the telephone book under U. S. Labor Department. Ask for Labor 
Department pamphlet “Retail and Service Enterprises and Es- 
tablishments” plus a special poster which you must display for 
employees if your store is covered. 


Tax reform prospects buried .. . 


You can forget about any tax reform this year. Congress has 
officially buried President Kennedy’s plan which would have 
allowed dealers to make greater deductions for investments in 
new equipment and store modernization. Tense world situation 
and prospect of mammoth defense budgets in the years ahead 
will likely mean higher taxes rather than cuts. There is a good 
chance Congress will be asked to boost some taxes next year. 
Watch for strengthened drive to close “loopholes,” with crack- 
downs on expense accounts, co-op advertising and new income 
taxes on consumer cooperatives. 


Action likely on price cuts... 


Watch for early action next year on a law to bar below-cost sales. 
Rep. Wright Patman (D., Tex.) already has such a bill before 
Congress. Patman’s bill (H.R. 127) would prevent merchants 
from selling off stocks at “unreasonably low prices.” For hard- 
ware dealers, this would mean prices lower than inventory or 
replacement costs plus overhead. Penalties would include paying 
treble damages to “injured” competitors. However, it appears 
Lawmakers will adjourn before Patman can get his bill to a vote. 
Both the Small Business Administration and the Federal Trade 
Commission said they favor the idea. 


Shift in appliance forecast... 


Consumers are planning to spend more on home entertainment 
items such as radios, television sets and phonographs in the pre- 
Christmas gift buying season just ahead. Latest “survey of con- 
sumer buying intentions” by the Federal Reserve Board indi- 
cates shoppers will spend more on non-utility appliances, with 
less emphasis on such “household durables” as washing machines, 
dishwashers and clothes dryers. Buying plans for TV sets and 
radio-phonograph equipment are higher than those shown in 
both the April survey and for the same period a year ago. 
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No. 105-D 65¢ Retail 
No. 22-D 50¢ Retail 


—\ 
Master 
| Padlock 


. 55-D 35¢ Retail 


. 66-D 45¢ Retail 


PADLOCKS 
SELF-SERVICE DISPLAY CARDS 


“Thousands of dealers, all over the coun- 
try, are enjoying increased padlock sales 
by taking full advantage of Master’s 
unique display packaging. Special card 
design permits pegboard or counter dis- 
play. Order from your wholesaler. 


MASTER LOCK COMPANY, Milwaukee 45, Wis. 
Wolds Lan hese Padlock. Monufacirenrd 
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TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


As Fall approaches, optimism grows .. . 


Expectations of improved retail sales this Fall persist despite 
some soft spots. Consumers have not yet begun to splurge, but 
they are making more purchases; demand for durable goods has 
spread over a wider area. Now that the dull, hot weeks of 
Summer are past, observers look for a steady pick-up in con- 
sumer buying. Still growing personal incomes is a big factor 
being relied upon to bolster consumer confidence. Back-to-school 
buying expected to start the ball rolling. 


More jobs on the way... 


There’s new-found optimism in the labor market which strength- 
ens the retail sales outlook. Expectations of a pick-up in employ- 
ment, with a drop in unemployment, seen by officials. Recent 
Business Week survey points this out along with reports of plans 
by key industries to step-up hiring. Usual recovery pattern is 
basis for optimism: It takes roughly six months from the start 
of a recovery until improved conditions prompt manufacturers 
to begin hiring and re-hiring employees. First noticeable pick-up 
expected in the Fall. 


Spotlight on future orders .. . 


Confusion stemming from the quicker-than-expected business 
upturn is likely to put more emphasis on futures. New orders 
for durable goods are coming in faster now, and although total 
output of goods is high, some backlogs are showing up. Manu- 
facturers plan major stock build-ups in this quarter to offset 
present situation, but difficulty in forecasting next Spring’s needs 
could lead to some shortages. Should the expected upturn in 
consumer buying develop, adequate stocks will be a must. Pre- 
paring future-orders now will assure a basic inventory come Spring. 


Appliances: Outlook is better... 


The outlook for white goods sales is brighter now than it has 
been for nearly two years. Forecasts of increased home building 
and heavier replacement sales encouraging observers to predict 
gains this year to be 2 to 8 percent over 1960. However, the profit 
picture is still clouded at all levels. High inventories and intense 
competition may keep squeezing profits. The complete picture, 
as it looks now, is one of increased sales with just slight improve- 
ment in earnings. 


... Turn to page 76 for more news of How’s the Hardware Business. 
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PLANET 2)," CARPET SAVER—Popular NEW SATILLITE 2’ CARPET SAVER—All SATURN 3° FLOOR SAVER-—Soft rubber 
metal tread model. . . favorite seller for heavy new “compact size"’ for coffee tables, stereo tread is kind to linoleum, tile, vinyi—any non- 
furniture, sofas, dressers, etc. speakers, small chairs—other lighter furniture. carpeted surface. eP - 


ANNOUNCING a 


constellation of 


shepherd 


NEW METEOR 2)" OF DU PONT DELRING@ 
supercas ters ~Grestest break-Bwough in eater Gonsirve- 

and other home furniture. Economy priced for 

retail sale at $3.95 per set. Patente Pee 


These 4 basic Supercaster models 
give you faster turnover... bigger profit 


Now — four great caster models from Shepherd to fill almost every household 
need. Each is designed for a specific function. Each has all the quality engineer- 
ing and superior construction made famous by Shepherd — originators and 
pioneers of spherical casters. 


What's more, types of fastenings, finishes and colors are kept to a minimum. 
So your investment stays at a minimum, too. No “slow-movers” or ‘odd models"’ 
in the line, either. Your inventory turns over faster per dollar invested! 





Patented Supercaster Let this new constellation of Supercasters upgrade and streamline your caster 
construction with 


INSTANT SWIVELING ACTION sales volume. With it you offer your customers superior design, quality and 
gives furniture function ... at a generous profit to you. 
FINGERTIP MOBILITY Contact your wholesaler now . . . and write for data on Shepherd’s new Pro- 


All moving parts are enclosed; never motion Package Plan and Literature. 
become clogged with thread, lint and 
dirt; never jam or need lubrication. 


You can sell and stand behind Super- Shepherd Cas ter ares / N 4 


castere—with pride and profit! THE ORIGINAL SPHERICAL CASTER Te P.O. BOX 672, BENTON HARBOR, MICH. 
in Canada: Shepherd Casters Canada Ltd., 23 Railside Road, Don Mills, Ontario 


See Shepherd Supercasters at the National Hardware Show, Chicago's McCormick Place,:Oct. 2-6, SPACE NOS. 458 & 459. 
Want more facts? Circle 106, p. 55 
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MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


THE STABLE OF CORDLESS PRODUCTS IS GROWING. Alert dealers are probing 
ways to promote their novelty and utility. More manufacturers of 
mowers recently introduced cordless, battery-powered models, on 
heels of earlier entry (HA, June 15, p. 14). Problems of weight 
and price still a bogey. Following the first cordless drill, look 
for lamps and fans to be marketed soon. Researchers at G.E., 
Westinghouse, Sunbeam and others are testing many new cordless 
products. Strangely enough, this makes electric utilities happy. 
Why? It takes some 10% more power to charge batteries than to run 
the average appliance on house current. 
































BIG THINGS, LITTLE THINGS TO WATCH THIS FALL. A major producer will 
market a 19 in. TV set at a list price of “under $100." Maybe a 
breakthrough such as put more than one radio in most homes is near 
for TV. A "dirtless dirt" made of plastic foam, said to make 
indoor plants triple growth, is out in six colors. Price: 59c and 
98c a package. Don't let pesticide stocks shrivel. The market is 
booming. Reasons: Bad bug infestation in West and Plains States; 
drought in upper Midwest; handy aerosol packaging; and a gardening 
mania that is gripping suburbanites as never before. 
































IF YOU PLAN TO PROMOTE SNOW THROWERS, YOU'D BETTER MOVE FAST. Suppliers 
of powered models report orders ranging 10% to 200% ahead of ‘60. 
Last year's vicious Winter wiped out inventories, and many sales 
were lost. Some dealers plan September promotions to try to recoup 
‘such sales. Production, generally, is geared to orders, for the 
average unit price of some $100 precludes capricious buying. Thus, 
by waiting too long, you may find deliveries delayed. A related 
item, a car-trunk-size snow shovel at about $2.50, has been 
introduced. Experts see a winner in this item. 
































UPSET ABOUT BOUNCING CHECKS? A NEW CURB IS AVAILABLE. A low-priced kit 
makes child's play of recording thumb-prints of strangers who try 
to cash checks in your store. Two significant factors here. First, 
the fingerprint is absolute identification. Recovery's more likely 
if check should bounce. Second, perhaps more important, the psy- 
chological aspect of being “printed" should serve to scare away 
check crooks. Cost? About 1/20th of one cent for each check you 
cash. Kit takes just a few inches of desk or counter space. 
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New from W 
RUST-OLEUM 


GALVINOLEUM. 


® A coating in WHITE that really sticks to galvanized metal 
surfaces in a one or two coat application. 

@ Proved by over six years of research and field-testing 

@ Can be tinted to pastel colors 

@ No etching, no weathering 

@ Single compartment containers 


Rust-Oleum Galvinoleum 1390 White is specially 
formulated for application to new or old unpainted 
Galvanized Metal, Aluminum, and Terne Plate 
surfaces, It adheres tightly to last and last and helps 
you prevent costly “peeling” problems. Ask your 


Rust-Oleum distributor for White Galvinoleum! 


gt * 


/ 


| ‘RUST-OLEUM 


GALVINOLEUM. 


COATINGS 


RUST-OLEUM CORPORATION © 2538 Oakton St., Evanston, Ill. 


REALLY STICKS TO UNPAINTED GALVANIZED METAL 
GUTTERS, DOWNSPOUTS, ROOFS, DUCTWORK, ETC. 





Want more facts? Circle 107, p. 55 
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customers know RED BRAND; too 


M@ On radio, on television, in magazines, your customers are told that 

Red Brand fence resists rust longer because it’s Galvannealed? @ And that they 
can recognize it in your store because of the bright red top wires. 

@ It works. @& Red Brand is the best-selling fence 


almost everywhere it’s sold. 


KEYSTONE STEEL & WIRE 


Red Brand Fence « Red Brand® Barbed Wire « Red Top® Steel Posts « Nails 
Want more facts? Circle 108, p. 55 
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states . . . Red Brand is the leader. 
especially when it’s the best-selling fence? Red Brand is the name. 


COMPANY, Peoria, Illinois 


Baler Wire « Non-Climbable Fence « Keyline® Poultry Netting « Gates 
Want more facts? Circle 108, p. 55 
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_..that’s why it sells so well 


@ In the six top corn producing states... 
producing counties... 


@ in 293 leading cattle and hog 
@ in 561 top corn producing counties... 


leading 300 hog producing counties . . . and in six of the seven top hog-producing 
@ Why sell less than the best fence, 
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@ in 266 of the 
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‘‘Like a lot of other products | buy, 
| specify good old USA 
brand names because I can always 
rely on the consistent quality and availability of products : esto . piso 
that are here to stay. That’s why Southern is my fastener.” 








Contact your service-minded Southern Distributor, or write 


Southern Screw Company, P. O. Box 1360, Statesville, North Carolina. 


Warehouses: New York - Chicago - Dallas - Los Angeles 


WOOD SCREWS STOVE BOLTS - MACHINE SCREWS & NUTS 
TAPPING SCREWS mo: -1 1) -\c] 2am =10) BS WOOD DRIVE SCREWS 


Want more facts? Circle 109, p. 55 A 
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@ 196 UPA PICTURES, ‘NC 


GO...GO...GO 
with the nearsighted 


as he kicks off the greatest Fall G-E Bulb promotion yet 
—in a series of brand-new 'T'V commercials and magazine 
ads built around football and selling General Electric 
Soft-White bulbs. 

BEFORE THE WHISTLE BLOWS, take these two 
simple steps: 


1. CHECK YOUR STOCK. Make sure you have plenty of 
40, 60, 75, and 100-watt Soft-White bulbs—plus 3-way— 
on hand by October 2nd. 


2. USE NEW SUPPORTING DISPLAY MATERIAL. A 


.Wauiety of tie-in displays and special cardboard merchan- 
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*“GREATLY INCREASED OUR 
G-E BULB SALES WITH MAGOO”’ *“VERY EXCITED WITH RESULTS 





OF MISTER MAGOO PROMOTIONS." JW ““LET'S HAVE MoRE } 
OF MISTER MAGOO.” 











Boost your sales and profits 


with G-E P.O. P. S. (sting system”) 


Only General Electric gives you leadership 
in all five of the things it takes to increase 
your bulb sales year after year: 


1. PRODUCT! First with the big im- 
provements, including Soft-White. 


2. PACKAGE! Best-known package in 
the industry, with big new wattage 
numbers you can read across a store. 
Color-coding by line: Soft-White bulbs in 
white packages. 


3. DISPLAYS! Wide selection of window 
and in-store displays tie in with Magoo 
Football Promotion. 


4. MERCHANDISING! Most complete 


line of bulb merchandising aids in the 
industry. 


5. ADVERTISING! The best TV com- 
mercials and the best magazine ads yet. 
All new. All Magoo. All selling G-E Soft- 
White, including 3-way! 





el 





moor 4/3116 


PRE-TESTED 


GENERAL GD ELECTRIC 


vs 








SURVEYS PROVE YOU SELL 19% MORE BULBS when you dis- 
play G-E 4-Packs . . . a General Electric feature. And when 
they're G-E Soft-White, you make 16% extra profit. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 





Hardware Age 


feature articles 
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Want to sell MORE 
SPRING GOODS? 


Then start planning now... 


It’s time to buy futures for next Spring, and it is time 


to start collecting ideas to step up sales and profits. 


Alert dealers are looking ahead to a good season in 
the Spring of 1962. The economy is rolling along. All 
things seem to point to a fine first half for business. 
This means more dealers are planning for a bullish 
Spring in a number of ways. 

First, they are preparing futures-orders now for 
principal items such as power mowers. This makes 
good sense, on every level of merchandise. It removes 
all doubts about quantities, price, delivery dates, etc. 
It ensures a basic inventory when needed. Also, some 
futures carry generous dating and payment terms. 

Second, and equally important, is an idea file. Ideas, 
plans, and new approaches to merchandising of Spring 


A must for sales of bulk 
Spring goods: Customer 
parking. Midland indent- 
ed store to create six off- 
street parking slots. 


lines should be examined and evaluated now if they 
are to be put to use early next year. 

Perhaps some of the successful ideas used at Mid- 
land Hardware, Independence, Mo., will give you a 
start on your idea planning file to increase sales and 
profits in Sprinz, 1962. 

Co-owners Bill Dickey and Walter Rotter have found 
these ideas worthwhile: 

Outdoor displays. 

Parking. 

“Leader” priced items. 

Promotions. 

From barbecues to ladders, and mowers to lawn fur- 























Want to sell MORE SPRING GOODS? 


(Continued) 


A boost for Spring: Early, frequent ads and price lead- 
ers. Co-owner Bill Dickey gets extra mileage out of ads 
by pasting them to signboard, using them on displays. 


niture, sales reached a busy tempo last Spring at the 
new, modern Midland store. Owners Dickey and Rotter 
agree that outdoor display was the major springboard 
for sales. 

At the store’s old location there was no outdoor 
display, or parking, or accessible stockrooms. 

Now the new Midland store has 8000 sq fc of space, 
plus many features conducive to sales of outdoor lines: 

—Recessed parking area for six cars, indented 35 
ft from street in front of store. Loading bulk goods 
in cars is a matter of a few steps from store. 

—A sidewalk across store front, and down the side 
of building. It’s 10 ft wide and 130 ft in length, for 
a bonus outside display area. The front area is 
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weather protected by store’s overhang. 

—A perimeter stockroom runs entire 135 ft length 
of store. It’s 8 ft wide, gives instant accessibility to 
all back stocks. 

“We regard outside display, in variety and depth, 
essential to sales growth in outdoor lines,” Mr. Dickey 
says. “And backup stocks have to be close by, for 
quick delivery to cars and to refill holes in stock if 
outside samples are sold.” 

Midland’s perimeter stockroom leads directly out- 
doors to cover this problem. 

There are some items, and most of them key sales 
makers, that are too bulky to be shown indoors in the 
average store: chaise lounges, deck chairs, umbrella 
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| ‘We 
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tables, sawbucks, and the like. With these, outdoor 
display is a must if full potential is to be realized. 

Midland, last Spring, sold more than 100 outdoor 
chairs at $6 from mass outdoor displays. Leader- 
priced chaises at $7 to $10 moved out by the dozens. 

More than 50 barbecues in the $15 range were sold 
in three months, basically because of outdoor display. 

Cramped indoor selling would have played havoc 
with the successful sales season enjoyed, the owners 
feel. 

Moral: Find some outdoor display area for bulk 
items. Use the front, side, or back of store. Move out 
on the roof if you must, or rent nearby space. But try 
to get outdoor lines in their natural habitat: Out of 
doors. 


S 





| ‘ f ' « 
A Spring traffic-maker: Outdoor displays to /ure passers- 


by. Midland'’s front overhang provides needed weather 
protection. 


Traffic “leaders” 
feels. 

“We used ‘bargain of the month’ promotions to get 
new traffic. Some examples: 10 lb of charcoal at 49¢, 
tied in with a $1.99 table top grill. An aluminum lawn 
chair at $3.99 brought plenty of traffic, much of which 
was stepped up to better chairs,” Mr. Dickey says. 

Moral: Bring ’em in with good values, then try to 
sell them better quality lines. 


are a must, Midland management 


Promotions, via ads and good displays, can’t be 
stressed too strongly. 

“We use 2 col. x 8 in. newspaper ads regularly in 
season. Regular use is important. One-shot promo- 
tions do little to build a steady stream of trade. 


HARDWARE AGE, September 7, 1961 © 25 





Want to sell MORE SPRING GOODS? 


(Continued) 
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“Many of our ads were keyed to the bargain-of-the- 
month theme. Window banners 24 in. long repeated 
this theme above advertised items. We stacked dis- 
plays high in front of main entrance. Customers 
almost had to stumble over them. 

“Many dealers,” Mr. Dickey feels, “promote good 
values, but don’t back the promotions with displays 
that are prominent enough.” 

Moral: Promote your values, then back the promo- 
tion with ample stocks in key display locations. 


“Parking? It’s a must with bulk outdoor lines. 
Customers want to take sacks of charcoal, or deck 
chairs, or what have you home right away. If this 
means lugging the items several streets away to where 
the car is parked, sales are discouraged,” Mr. Dickey 
says. 

“By indenting the front of our store, we can park 
six cars at once. Since customers aren’t in the store 
too long on the average, our six car lot may well ac- 
count for 100 cars a day, and they couldn’t be closer 
to the goods being purchased.” 
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Tonic for Spring sales: Big signs, 
plenty of merchandise on mass 
displays. 


Moral: You must have nearby parking, or a delivery 
service to customers’ cars. 


“Two other facets of outdoor sales bear mention, 
for they are important,” Mr. Dickey feels. 

“First, night hours are a key to more sales. Our 
sales spurted after we started staying open until 9 p.m. 
in the height of the season. Men came in after work 
to buy the things they needed. 

“Second, there are many items that lack the glamor 
of such merchandise as chaise lounges. Yet these 
items can bear big tickets and big profits. They should 
be a part of outdoor displays, and prominent at that. 

“For example, most outdoor work entails using a 
ladder at some point. So ladders are a big outdoor 
item with us. We sold an average of 30 ladders per 
month, in sizes to 24 ft, last Spring,” Mr. Dickey says. 

Other such basic, if unglamorous, items are rubbish 
burners and wheelbarrows. 

Moral: Tailor your hours and stock selections to 
community needs. —End 





John Pearce closes off 100 ft 
outdoor section for the day. 


How to use outdoor area 
to sell more spring goods 


Here is how an investment in 
fencing turned outdoor display 
area into a profitable 


showroom for bulk goods. 


If you have sidewalk space and $500 to $1000 to 
invest, you may have the makings for a brand new 
source of permanent profits. 

Investing $750 in the erection of a steel fence and 
a 44 ft sliding gate has solved many garden-supply 
merchandising problems for John Pearce, Englewood 
(Colo.) Hardware Co. 

Before Mr. Pearce converted a sidewalk on the 
south side of the building into an outdoor salesroom 
employees winced whenever the subject of spring 
selling operations came up. Invariably, it meant heavy 
lifting and shifting of power mowers, bags of fer- 
tilizer, rolls of steel fencing, heavy gardening tools, 
etc. In addition, bulky, heavy items involved conges- 
tion and traffic problems in the store. 

“We reasoned that we could do both ourselves and 
our customers a favor by making it easier to shop for 
such heavy merchandise,’ Mr. Pearce says, “‘by creat- 
ing an outdoor showroom from which each item could 
be swung directly into the trunk of the customer’s 
car or pick-up. At the same time, it would give us 
the opportunity to take fatigue or back strains out 


of merchandising by making it possible to handle all 
heavy lines only once, when received.” 

As shown, a space 7 ft x 100 ft is enclosed with a 
heavy steel mesh fence, 7 ft high. It is topped with a 
tilted three-strand barricade of barb wire for positive 
theft protection. Some 34 ft of the fence is moveable, 
consisting of a single gate which rolls on two rubber 
tired wheels at the front, as well as two steel flanged 
wheels which run along a pair of steel guide rails. 
Using non-friction bearings, the wheels make it pos- 
sible for one man to slide the gate into place, locking 
it securely with a padlock at the front. 

In the 700 sq ft of space provided, Englewood 
Hardware shows power mowers, riding mowers, barb 
wire and fencing, fertilizer, lime, and cement, long 
lengths of heavy pipe, field goods, etc. 

All these items are unloaded directly from the truck 
into the fenced-in space, where they remain until soid. 
A short projection of the overhead roof provides pro- 
tection from sudden rains. 

“Most of the merchandise we keep outside would 
be difficult for a thief to turn into cash,” Mr. Pearce 
says, “even if he was willing to go to the trouble of 
lifting it over the fence. We don’t worry, even about 
leaving expensive power mowers outside, because we 
are in a well-lighted area, with plenty of police pro- 
tection.” 

As news of the expanded section circulated in Engle- 
wood, Denver’s southern suburb, sales began going 
up. Sales reached the point that the store experienced 
a better that 50 percent increase in items displayed 
out of doors. Particularly marked was a boom in the 
sales of fertilizer. The bags can be easily swung 
from convenient waist level into almost any car or 
truck. —End 
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Store front: All glass, featuring traditional hardware lines. 
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Looking for a SLEEPER?... «tate ; 


Would sales of 1000 rolls of asphalt felt roofing 
paper in a month sound outlandish for your store? 


During part of 1961, a Mississippi hardware dealer 
sold 1000 rolls of roofing per week. In fact, this dealer, 
Vicksburg Hardware, expects that roofing materials 
plus related materials will one day soon account for 
a substantial total of annual sales. 

The point here is that roofing lines are loaded with 
sales potential in its natural sales outlet, the hard- 
ware store. 

“We found that virtually no one was making a 
planned, concentrated effort to sell roofing in quan- 
tity,” says John Reeder, one of three owners of Vicks- 
burg Hardware. 

“About two years ago, just after we moved into our 
larger building here, a few industrial firms began 
making inquiries about roofing materials. Some of the 
firms, we learned, were buying from wholesalers a 
good way from town. 

“We investigated the field. We tried to figure out 
ways to get into the business at a profit. And we 
began to stock the items we considered basic,” Mr. 
Reeder says. 

Co-owners and brothers, Robert and O. W. Mendrop, 
also felt roofing was a natural line for them. All three 
owners were reared in Vicksburg, and so are ac- 
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quainted with many businessmen, plus knowing the 
areas where business activity is growing. 

As things progressed, the owners diverted some of 
the store’s 35x80 ft of storage space to roofing and 
siding supplies. Later, they built an outside storage 
area of concrete, where bulk loads of roofing paper 
could be stored for short periods. 

Management then began visiting officials of shipping 
firms, grain elevators, and other similar harbor facili- 
ties. They also began newspaper advertising, listing 
brand names and services such as free estimating, on- 
site visits, and fast free delivery. 

Business began to grow. 


“As business expanded,” Mr. Reeder says, “We 
found that there were good savings to be made by 
ordering in quantities. 


“And we found another way to save money was to 
cut down on handling. How? 


“We make a list of orders, especially the larger 
ones. When we have a truckload of roofing coming 
in, we send one of our employees along. He unloads 
the supplies at the customer’s place of business along 
the way. This saves us double handling and lets us 
give the customer a slightly better price.” 


Product knowledge data and sales spieling are not 
very important to such big volume sales. 
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Store back: A dock full of roofing supplies. 


John Reeder (right) shows siding trom stores big selec- 


closer look at roofing supplies,” says a dealer who had unusual 


results in merchandising the line. 


and 
Mr. 


want reasonable 
of the quantities 


“These customers 
prompt delivery 
Reeuer says. 

With home owners, do-it-yourselfers, it’s a different 
story. 


prices 
promised,”’ 


“We always try to determine exactly what the 
customer needs, what he expects to pay, and then try 
to save him as much money and trouble as possible, 
without price cutting,” Mr. Reeder explains. 

“We have several grades of roofing, but we always 
stress quality because it’s less expensive in the long 
run for home craftsmen.” 

Home-owner sales have been pushed until they now 
make up more than half the roofing volume at the 
store. Though these sales are smaller they are, in 
terms of unit profit, more profitable. And they can 
lead to many big tie-ins throughout the store. 

Most industrial accounts pay for their roofing sup- 
plies monthly. Home craftsmen pay cash or charge 
their purchases. Losses from bad accounts on roofing 
supplies have been negligible. 

There’s an important third group of customers for 
roofing: building contractors. 

Vicksburg Hardware sells several contraciors, and 
also delivers materials to them right off the large 
truck deliveries to save time and labor. Some building 


contractors work with Vicksburg industrial accounts 
to build workers’ homes. 

toofing has been a spark plug to sales in this 8000 
sq ft store. Traditional hardware lines, plus heaters 
and air conditioners, and floor coverings are stocked. 

The present owners started the firm about five 
years ago, then moved into the larger store about 
1959. They have had a volume increase every year, 
especially since pushing roofing supplies. 

Sales in 1960 were more than $150,000. In 1961, 
volume is topping $200,000. 

“We think we can push the sales figure to $300,000 
or more in another two or three years,” Mr. Reeder 
says. “This will not only mean expanding present 
winners, such as roofing, but creating new depart- 
ments as well.”’ 

The store has a well balanced management team 
to make predictions come true. Robert Mendrop 
traveled the state for 17 years as a hardware sales- 
man. He does much of the buying. 

O. W. Mendrop, a business veteran, heads up sales. 
Mr. Reeder is in charge of finances and record keep- 
ing. 

Besides the owners, the store employs one inside 
salesman, a full-time bookkeeper, and delivery boy. 
Extra workers are sometimes used to handle stock and 
to unload big roofing orders. —End 
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There’s profits in selling seeds... 


Can a hardware dealer get and keep fertilizer and 
seed business from farmers despite growing competi- 
tion from feed and elevator companies? 

And what about the hard goods’ volume that is 
interlinked with sales of farm supplies? 

A Missouri dealer has been more than holding his 
own against competition in the farm belt for 40 years. 
He sells 800 tons of farm fertilizer a year, plus tons 
of garden fertilizer. His other farm sales are impres- 
sive: 1200 bushels of seed corn, 800 bushels of soy- 
beans, farm chemicals by the gallon, insecticides by 
the pound, and lawn and garden hardgoods in quan- 
tities that sometimes are staggering. 

The secret of this dealer’s progress is legwork. 

Roy Webb, owner of the store that bears his name 
in Jasper, Mo., has a sales policy that works. In the 
Fall and Winter he personally visits farmers in the 
surrounding countryside, booking fertilizer and seed 
orders for Spring delivery. He gets generous bookings 
on these future orders, and then knows exactly how 
large his order must be. 

“It isn’t difficult to get farmers to order ahead,” 
Mr. Webb says, “if you get out and talk with them 
about crop needs and specific delivery dates, and tell 
them they can get exactly the right analysis fertilizer 
by booking orders early.” 


The Webb store is a huge billboard. 
| — 
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How about payments? Fertilizer by the ton can 
run into a lot of money. 

Mr. Webb gets cash on delivery from some farmers. 
On certain charge account deals he gets a mortgage 
on the crop. He watches the progress of such crops, 
and when a farmer is ready to harvest and sell, dealer 
Webb visits him. Such alertness, and legwork, keeps 
accounts on time. 

A sign in the Webb store informs the trade: “Book 
accounts are due in 30 days. We charge 8 percent an- 
nually on overdue accounts. Seed and fertilizer are 
5 percent higher on time.” 

Mr. Webb’s legwork is backed by product knowledge 
that pays off in sales. 

“T talk crops with every farmer I visit. I’m inter- 
ested in what he plants. If I’m asked, I advise the fer- 
tilizer analysis he should use, and the amounts, for 
his specific needs. 

“Most farmers in these parts use about 200 lb of 
fertilizer per acre, I think they should use more, and 
I gradually try to increase the poundage per acre,” 
Mr. Webb says. 

There are other ways to sell the farm trade. For 
example, Mr. Webb has a seed cleaner in a building 
attached to his store. Many farmers bring in their 
seeds (corn and wheat are basic in this area) to be 





This hardware dealer found a way 
to compete with seed houses. 
His secret weapon is: Legwork. 


Here is how you can boost your sales 





cleaned. This service is a natural for more farm traffic 
and sales. 

Farm chemicals take up a 20 ft wall display section 
in the store. Variety of selection is the keynote here. 
Farmers in the area know that Mr. Webb has large 
and varied stocks of weed sprays and other chemi- 
cals, to help them solve special problems in crop man- 
agement. 

When Mr. Webb sells a farmer fertilizer, he expects 
to then be able to sell seed and chemicals during the 
season. He carefully assesses the needs of each farmer 
and suggests the items he should buy. Here is where 
legwork and a personal knowledge of the various farm- 
ers and their land pays off. It is a high type of sales- 
manship that can’t be beaten by bigness of competition. 

“Promotion has its place, very definitely,” Mr. 
Webb says. 

The front and side of the store are a billboard 
featuring mention of many farm needs. Regular week- 
ly ads are run in the Jasper county newspaper. These 
ads are folksy, and talk about employees and local con- 
ditions in a humorous vein, besides pushing farm needs 
that are timed for area conditions. 

The old axiom: “There ain’t hardly no business got 
that ain’t went out after” has meaning in any discus- 
sion of Roy Webb and his business methods. For the 
axiom has one basic interpretation: Legwork.—End 
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of seeds and fertilizers to farmers. 


New Era COWPEAS .... .. .. .. $11.00 cwt. 
MUNGBEANS .. .. a .. $7.50 cwt. 
Laredo SOYBEANS Pigs gall .. $4.50 bu. 


It only costs $1.65 per acre for seed to plant 
cowpeas, $1.50 per acre to plant mungbeans, and 
$2.25 per acre to plant Laredo soybeans. All make 
high protein palatable hay. Why not give your milk 
cows a treat next winter and save some of the milk 
money that you have been spending for protein 
feeds? 


As we are leaving for Arizona Sunday morning 
| would like for all of my customers who have book 
accounts for seed and fertilizer to make settle- 
ments Friday and Saturday. As we have enjoyed an 
unusually good season on both seed and fertilizer 
this spring I'll admit I'll be pretty busy if all respond 
to this invitation but I'll agree to work late if neces- 
sary. 


We still have good stocks of Keystone Seed 
Corn, Golden Acre Hybrid Milo, Oil Beans, Sudan, 
Atlas Sorgo, Moly-Gro and Nitragin. 


As our store is the only retail establishment in 
southwest Mo. where you can buy Carbon Bisulphide 
at bulk price of $2.50 per gallon. | want to tell you 
about this product. It is explosive and it creates a 
fire hazard. However it is the best weevil killer 
that we have ever used and seems to be about 
twice as effective as the higher priced grain pro- 
tectants that retail from $3.25 to $4.50 per gallon. 
We have customers who come from miles beyond sur- 
rounding towns to get “high life,” “bone set”, “hokey 
pokey”, or as | call it ” carbon” because they know 
it kills weevil and cools grain at the same time. 


MILL FUME NO.1.... .. .. .. $3.25 gallon 


If you prefer to use a grain protectant that is 
less hazardous than Carbon Bisulphide Mill Fume 


No. | is as good as any of the high priced weevil kill- 
ers. 


Woodbury RAT KILLER .. .. .. 7 Ibs. $2.98 
Mo-Go MOLE KILLER .. .. .. 45¢ & 90c can 
CARBONOLEUM Kills Mites .. .. $1.50 gal. 


While | am gone Richard is boss and while he 
can't whip Etter he can fire him. | will leave my keys 
with Park Andrews so if you want in the store after 
working hours call on Park as he is accommodating. 


We have invited our daughter June ond son-in- 
law Andy to go on to Las Vegas with us. Under the 
circumstances | do not expect to see the girls on this 
trip but if Thelma develops her customary car sick- 
ness this tired businessman might seek en- 
tertainment. 


ROY WEBB | 


This is the kind of promotion that makes 
friends among farmers. 








Roy Webb (left) makes sales by dis- 
cussing problems, not items. 
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WAYS TO MAKE 
MONEY. . «On slow days 


when the trade stays home 


. . . . These are the days to do the many-odd 


management jobs that you won't have 


time for as holiday selling sets in 


While September and early October are vastly un- 
derrated for selling potential by many dealers, there 
will be days when business will be slow. 

You know the kind of late-Summer day, thermometer 
nearing the 90’s with high humidity. These are the 
days when you and your customers feel a bit lazy 
after a long hot Summer, yet these days can be put 
to profitable use. 

Remember, when the warm weather falls off, you’ll 
be right smack into the Fall and holiday selling season. 
You won’t have time for odds and ends which, if they 


had been done, would have meant more money in your 
till. 


In a word, let’s put the last slow days coming up 
to good use. 

There is no limit on the new ideas you can set into 
motion on slow days, or the management decisions 
you can make, or the odd jobs you can have done. 

A sticky door closer needs fixing; charge accounts 
are not up to date; you’ve been wanting to test 9¢ 
psychological pricing. These kinds of things get put 
off. Yet all are important in the management of your 
store. And most of them contribute to profits. 
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Bear in mind that a good manager delegates work 
to those best qualified to finish the job. Your personnel 
won’t like the idea of new work on hot days. Your 
argument here, if you need one, is that the work must 
be done sooner or later. 

The specter of possible night work later to catch 
up should conclude any objections. 

How to start the ball rolling? 

About the best way to get things done is, first, to 
know what they are. 

Take a sheet of paper. Itemize the things that have 
been “bugging” you, the things you know you must 
do sooner or later. List the ideas you’ve been wanting 
to try. Every dealer has notions he’s been kicking 
around his brain. 

Finally, discuss the projects with your staff as dog- 
day assignments. 

Assign jobs to the men best suited to handle them. 
Some jobs, such as overhauling last year’s Christmas 
leftovers, are big enough for everybody to pitch in on. 
Some things, the pure management jobs such as re- 
viewing credit accounts, will be strictly up to you. 

The following seven assignments barely scratch the 
surface: 





Assignment No. 1: Test the 9¢ concept 


In psychological, or flexible, pricing it has been found 
over the years that there is little consumer objection 
to a 9¢ price as opposed to 7¢ or 8&¢. 

That is, whether a package of specialty washers or 
fuses is 27¢ or 29¢ will not usually alter sales. This 
can be true right down the line in most bin and shelf 
hardware categories. 

Dealers have found they can gain many profit dol- 
lars in a single bin section by rounding off prices in 
excess of 5¢ to 9¢. And the trade does not object as 
a rule. 

Also, the 9¢ theory can be extended to higher priced 
lines and be even less noticeable among the trade. 
Whether an item is $19.95 or $19.99 has little bearing 
on sales. 

So, why not pick up a few profit dollars? You don’t 
have to remark the whole store. Try a test area. Pick 
out a bin section of small items and remark them to 
end in 9¢ digits. If it works all right here, plan to 
extend the pricing later to other areas. And be sure 
to keep tabs on how many pennies of extra profit you 
create. It probably will amaze you. 


Assignment No. 2: Overhaul Fall Lines 


Chances are you have some sections of the stockroom 
packed tightly with leftover Christmas trims, store 
display materials, and related merchandise. 

Chances are, also, that it is a shabby lot, packed 
away last December in a hurry before inventory. You 
may not need the stuff before November, but when 
else will you get a chance to work on it? The stock 
may be in battered boxes, or missing parts, or in 
general disarray. Yet, it could be salable with a little 
work. 

Also, this is the time to clean up roasting pans, 
canning supplies, and similar fall cookery. 

While you are refurbishing such merchandise, it’s 
an ideal time to note overstocks and outs. This gives 
you a basis for first orders later in the year, on lines 
which may not be on stock control. 


Assignment No. 3: Damaged goods’ roundup 


There’s scarcely a Cealer who couldn’t find one 
or more bent, chipped, or dirty display samples on his 
average fixture. 

Back in the stockroom, there are still more odds and 
ends of similarly damaged goods. They won’t improve 
with age, and they usually can’t be sold as is without 
taking a heck of a beating. 

Many dealers have found the economical thing to 
do, where there is a quantity of low priced items or 
single unit of higher priced goods, is to look up the 
factory address. This can be done quickly, for any 
product, in the July Directory Issue of HARDWARE AGE. 

Such merchandise is returned with a request that 
repairs be made with reboxing included. The cost to fix 
a $30 mixer, plus shipping charges, may be far less 
than a hefty markdown. 

A roundup of such items from store and stockroom 
may well disclose hundreds of dollars worth of mer- 
chandise that will otherwise lay idle indefinitely. 


Assignment No. 4: Go gather branches 


With the Fall practically here, large display changes 
will be in order shortly. Windows and interiors have 
to be considered. 

Abundant nature provides most of your display 
needs at no charge. An afternoon’s trip in your car 
to an overgrown wooded area should provide you with 
tree limbs and multi-colored leaf sprays, pine branches, 
etc., for beautiful and different displays. 

Many dealers use aerosol sprays to improve on 
nature for specific desired effects. 


Assignment No. 5: Use the ‘“‘needle”’ 


A quiet afternoon spent reviewing credit accounts 
can be one of the most rewarding ways to spend a 
dogday. 

Every dealer has overdue accounts. Some have such 
accounts in disturbing numbers. 

A list of such names and amounts is a starting point. 
Then you make up statements showing balances due. 
Then, you add a personal note across the face of each 
statement: “Your account is long overdue. May we 
have an explanation or, better still, a payment this 
month ?” 

Most overdue accounts are due to simple negligence, 
especially in the Summer when folks are away a lot. 
A gentle reminder will produce a lot of mail and 
checks as a rule. 


Assignment No. 6: Make ’em spend again! 


When reviewing credit accounts to dig out the slow 
payers, something else is bound to catch your eye. 
This is the account that is paid, and idle. 

Here is a customer with gold-plated credit. The 
thing to do is to get him to use it again. 

Many dealers have found this can be done with a 
reminder. A statement, showing a balance due of “0” 
is mailed. On it is a bold, handwritten note. “You 
don’t owe us a cent, and your credit could not be 
better! We’d like to have you visit the store soon.” 

This type of comment is flattering to the customer, 
and it may serve to jog him into action. This is par- 
ticularly true when you can enclose a copy of a recent 
promotion showing merchandise specials. 


Assignment No. 7: Get out the oil can 


This is the odd-jobs department that always gets 
attention last. The door-check sticks. The cash register 
door jams. A fluorescent fixture has the jitters. The 
key machine squeaks. Some floor tiles need replacing. 

There’s probably a list of such jobs in your mind. 
Now’s the time to get after them, for they’ll get worse 
before they get better. And faltering equipment can 
bog you down on busy days later in the year. 

Now is the time to move fixtures to new locations 
and to touch up the paint on walls and displays. Now’s 
the time to clean windows and dust the canopy tops. 
Now’s the time to improve all-around operating effi- 
ciency. 

You may not get the chance again until after Christ- 
mas, in view of the encouraging economic forecasts 
for the second half of 1961. —End 
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Hardwareman Miller (left) shows rental selection t 


o customer. 


A dealer in a small town 
does $10,000 a year 


in tool rental business. 


Here’s how he does it. 


RENTALS: 


A formula for 
more profit 


Not enough potential for tool 
rentals in a small town, you say? 
Look again. 

In a town of 5000, tool rentals 
gross $10,000 a year for Miller’s 
Inc., Forest Grove, Ore. How is 
this done? 

“The first requirement for profit- 
able rental volume is enough of the 
right inventory,” says owner Ray- 
mond L. Miller. “We carry a stock 
of rental tools worth $10,000 at 
original list prices. 

“Of course, many of our rental 
tools are several years old. I do not 
believe in selling a tool for peanuts 
just because we have recovered our 
investment in it. Many tools will 
remain useful for years, and return 
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their original price several times. 

“For example, a belt sander that 
is maybe three years old can still 
return the same rental amount as 
it did when new. The only qualifi- 
cation: It must be in excellent op- 
erating condition,’ Mr. Miller says. 

“Condition is important, for if a 
customer is going to cart that 
sander 20 miles to work a day on 
his cabin, it has got to work when 
he gets there. Accordingly, we keep 
all of our rental items in first class 
running condition.” 

All tools are regularly serviced 
for Miller’s by a mechanic whom 
Mr. Miller hires by the hour, on a 
when-needed, part-time basis. 

This has turned out to be an ex- 


cellent solution to the rental service 
problem. The store would not nor- 
mally have enough such service 
work to be done to keep a skilled 
mechanic busy. 

“A big advantage of renting is 
the related sales it develops. Many 
materials that are not rentable are 
needed to do the work for which the 
tools are rented,” Mr. Miller says. 

The $10,000 rental income, there- 
fore, is just a part of the total sales 
volume directly connected with 
rentals. 

Mr. Miller estimates that he has 
at least 150 tools on hand as rental 
inventory. These tools are num- 
bered according to the item. 

That is, there are sanders No. l, 
2 and 3. And there are paint 
sprayers No. 1, 2, 3, and 4. Records 
are maintained on each rental tool, 
and these are indicated on the file 
card by number. 

By recording numbers, Mr. 
Miller can determine the amount of 
rental income, age of tools, and 
service costs for each and every 
tool in his stock. 

“Your rental volume and profit,” 
this dealer says, “does not depend 
so much on the size of the town. It 
does depend on: 

“__A good, wide assortment of 
tools. 

“Service that keeps ’em oper- 
ating well. 

“_-A system of records that 
shows you how well you are doing, 
and when service is needed.’”’—End 
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from Hardware Age Readers 


A wholesaler acts 


Dear Editor: 

We are distributors of builders’ 
hardware and specialties, having 
started in business September, 
1959. We read your editorials regu- 
larly, and find particular interest 
in those pertaining to the wholesale 
phase of the hardware business. 

We are writing this letter in re- 
gard to the editorial in the June 29 
issue, p. 7. In our own small way 
we have adopted the principles and 
policies frequently endorsed in your 
writings. The original announce- 
ment of our opening pledged service 
to legitimate dealers only. We have 
adhered to this policy. We have 
tried to call attention to the whole- 
saler’s position by stamping on our 
invoices “Patronize Your Wholesale 
Distributor.” Our postage meter 





PATRONIZE YOUR 


WHOLESALE DISTRIBUTOR 


HIS FASTER SERVICE 
INCREASES SALES 


hwikset Kk locksets 





. . . this is the gummed sticker 


prints this slogan on all envelopes. 

We believe that our meager ef- 
fort to propagandize the distribu- 
tor’s function and assistance to the 
dealer has helped our business 
grow. We have received favorable 
support from many of our manu- 
facturers. Kwikset Sales & Service 
Co. has printed the enclosed sticker 
(see illustration) following our 
original idea. 

We are sincerely interested in the 
public relations tactics you give 
credence to in your current edi- 
torial. We, of course, are interested 
in the thinking of other distribu- 
tors and would like to exchange 


views with parties interested in 
bringing to the fore the benefits of 
dealing with the wholesale distribu- 
tor. 
Very truly yours, 

Harry L. Goldblum 
Quaker Wholesale Distributors 
135 Greenwood Ave. 
Wyncote, Pa. 


Abolish list price? 
Dear Editor: 

In the Aug. 10 issue, in the 
“Hardware Business Outlook,” p. 
12, you published the decision 
made by Frigidaire to eliminate 
list prices on all appliances. 

They are to be congratulated on 
this very wise decision. Let us hope 
that more manufacturers see the 
light and follow suit. 

Fair Trade, price stabilization, 
etc., is fine in theory but after 
many years of trial has proved to 
be unworkable. It is certainly time 
to try another approach to the sub- 
ject. 

If manufacturers do abolish list 
prices, if it does nothing else, it 
will certainly cause the discount 
houses to change their names, as 
you certainly cannot discount an 
article that does not have a price. 

For the past 3% years, I have 
been using every opportunity to 
advocate the action taken by Frig- 
idaire and I believe if the trade 
papers, together with the wholesal- 
ers, will give some serious thought 
to the decision made by Frigidaire, 
they will find that the elimination 
of list prices will do a lot to make 
business more profitable to all con- 
cerned. 

Very truly yours, 
M. Z. Bierly 
Corle Hardware 
Malvern, Pa. 











Theft and packaging 


Dear Editor: 


Regarding the editorial in Hard- 
ware Age, May 18, p. 8, on pack- 
ages and display: 

I have been in the hardware 
business for 40 years. The last 20 
years our store has been semi-self- 
service with check-out stands. On 
weekends we use nine check-out 
stands. 

Our biggest problem has been 
that we are not able to receive mer- 
chandise from the manufacturer 
packaged properly for self service. 
We find that when merchandise is 
packaged on small cards, it finds its 
way into customers’ pockets, and 
is never paid for. I believe all mer- 
chandise should be packaged on 
ecards large enough to make it 
harder for customers to slip them 
into their pockets. What good is 
the display if the merchandise is 
never paid for? 

Example: It is necessary to keep 
all tapes in a showcase, because the 
cards are so small, they easily slip 
into the customers’ pockets. This 
is also true of faucet washers on 
small cards, selling for 10¢. On 
actual check, over 25 percent are 
never paid for. 

I believe large cards with proper 
information on the card is a solu- 
tion to our problem. 

Sincerely, 
Charles R. Dooley 
President 
Dooley’s Hardware Mart 
5075 Long Beach Blvd. 
Long Beach, Calif. 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 55, and mail 


Item 1 - 
Decorative switch plates 

Yale & Towne’s ceramic Touch- 
Lite wall plates and finger tip elec- 
tric switches are available in a 
limed oak counter display case with 
demonstration board. Eight single 
switch units, each gift packaged, 
are packed in the counter case. 
Double switch units are available 
as back-up stock. Single switch 


lists at $3.98, double switch at 
$5.98. Towne Hardware Div., Yale 
& Towne Mfg. Co., Dept. HA, 144 
E. 44th St., New York 17, N. Y. 


Item 2 
Christmas bulbs display 


A total of 730 Christmas bulbs 
including 90 C-6 bulbs for outdoor 
use, 400 C-71% bulbs for indoor-out- 
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door applications, and 240 C-9'% 
bulbs commonly used outdoors, are 
displayed on this FA-730 merchan- 
diser. All bulbs are packed in full- 
view assorted color 5-packs. Dis- 


play stands 37-in. high, including 
sign, and 14-in. wide. Westing- 
house Electric Corp., Dept. HA, 348 
Clearfield Ave., Bloomfield, N. J. 


Item 3 
Packaged fastener line 


Here’s a complete line of screws, 
bolts, nuts, and washers packaged 
in heat-sealed transparent enve- 
lopes for wall board display. Line 
contains 12 sizes of wood screws, 
sheet metal screws, stove bolts and 
four sizes of steel lock washers and 
flat steel washers. Wood screws 
are flat head, stove bolts in either 


round or flat head, and sheet metal! 
screws are all pan head. Each en- 
velope contains the size, type and 
price of the product displayed. All 
envelopes retail for 29¢. Screw & 
Bolt Corp. of America, Dept. HA, 
5th & Wood Sts., Pittsburgh, Pa. 


Item 4 
Promotional step stools 


Ames’ has three promotional 
items to build store traffic. The 
2G-2 KD Step Stool (shown), 
comes in either red or yellow 
enamel finish, and retails at ap- 
proximately $8.95. Second item is 
a high chair featuring chrome fin- 
ish in grey, yellow or sandalwood. 
The chair is covered with leather- 
like fabric, retails at $10.95. Third 
item is Utility Steps, Model No. 





Here is a quick Check 
List of items described 
in the following pages 





3SBT, is lightweight, priced at 
$2.98. O. Ames Co., Dept. 
Parkersburg, W. Va. 





Quick Index to Buying Check List 
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-] Battery merchandising unit 


NOOOOOUOOOODOOOO0O00UND 


-} Oil filter removal tool 
"] 8-qt Christmas tree stand 
| Packaged tableware sets 
~] Boxed beverage glasses 
|] Precision made hacksaws 


Refillable assortment 


+ 


All-purpose lamp in colors. . 


t 


Pressure relief valve..... — 


> 
o 


12-gauge pump shotgun 


BSS 
o 


Torque adapter for drills 


> 
o 


Fiberglass picket fencing. ... 


BS 
o 


Staple gun merchandiser 


Bs 


3 do-it-yourself items. .. 


s 
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Push-button room heater. . 


> 
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Polyethylene double pail... .. 


> 
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Food sticking preventive. . 


> 
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Dual purpose polisher . 


> 
co 


Gas-powered garden tiller 


> 
foe) 


Tool for patching corners 


> 
fo 0) 


Economy-priced heat band 


v1 
© 


Closet hanger canister. 


uv 
oO 


Simplified ratchet wrench. . 
Modern flatware design. . 
8-in. all-purpose tongs... 
Line of bird feeders. ... 
Double duty snow pusher. 


NOOOUUVUOOODOOOOOVOOOOO0U00U 


Portable room humidifier. . 
Portable cooking unit...... 
Repair material packaging. . 
Hacksaw blade merchandiser 


Holiday decorating kit. . 


pe ie Si SI A 


OOUOUDO 


| Rectangular dish pan. . 





designed to complement each other. 
Matching design changes were also 
made on six other self-adhering 
items. Blister packing has been add- 
ed to Selfix carding for some items. 
Simplified art and type design and 
change of color and size on card- 
ing are other changes. Selfix Pro- 
ducts Co., Dept. HA, 223 W. Erie 
St., Chicago 10, Ill. 


Item 5 
Self-adhering home units 


Four Selfix items — soap dish, 
toothbrush holder, tumbler holder, 
toilet tissue holder—have been re- 





and colors have also been improved 
Item 6 to increase shelf visibility. DAP, 
a 


Snffix . : Inc., Dept. HA, Dayton 1, Ohio. 
seid venue noses , New cdhesives packaging , . 


DAP now has 2 oz plastic bottles 
of Duratite Wood Glue, and indi- 
vidually packed metal tubes of 
Wood Dough, All Purpose Cement, 
Contact Cement, and Liquid Solder 
in redesigned cartons that serve as 
counter displays. Cartons contain 
12 individual packages for impulse 
sales. Design of Duratite trade- for Christmas selling with a color- 
mark has been simplified and mod- ful holiday cap. The XL-8 display, 
ernized for easier reading. Designs 1834 x 11% in. displays these 





Item 7 
Holiday wrench display 


Here’s the L-8 display of Lectro- 
lite adjustable wrenches adapted 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 55 














wrenches in six sizes, including the 
new 4 and special 16-in. model. 
Each unit in the 11-wrench display 
inventory is drop forged of alloy 
steel, nickel-chrome plated with pol- 
ished heads. S-K/Lectrolite Tools, 
Dept. HA, Defiance, Ohio. 


Item 8 
Taping knife display 

This metal frame display for 
Tape Mate taping knives to pro- 
duce impulse sales will hang on per- 
forated board or stand on a table. 
It holds two types of putty knives, 
featuring a brass head at the han- 
die end. For use in dry wall con- 
struction, the Tape Mate saves user 
the trouble of switching back and 








forth from knife to hammer when 
taping joints and hammering in- 
terfering nails. The A-68 unit will 
fit almost any space. It is 24 in. 
high, 12%4 in. wide, and may be 
used with’ other units in the line. 
Each item individually carded. Dis- 
play holds 12 Tape Mate knives 
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with blades of three sizes—4, 5, 
and 6-in., plus three stiff and six 
flexible putty knives. Retail value 
of assortment $39.60. Red Devil 
Tools, Dept. HA, Union, N. J. 


Item 9 
Holiday foil for doors 


Holiday shoppers will be traffic 
for Reynolds’ decorative aluminum 
foil door covers. Heavy-gauge 
sheets are 96 in. long, 36 in. wide. 
Comes in red, green, gold, and pink. 
Twelve assorted rolls, three each 


of four colors, are packed in a self- 
contained floor merchandiser. Each 
package has instructions for use. 
Retail price is $1.98. Reynolds Met- 
als Co., Dept. HA, Richmond 18, Va. 


Item 10 
After-dark glow lockset 


After-dark glow is a feature of 
the Glo-Lok tulip-design knob lock- 
set. The glow is from a “live” ele- 
ment which reactivates itself by 
daylight or artificial light, and 
after only five minutes of exposure 
retains its distinctive, luminescent 
glow for 12 to 15 hours after dark. 
This lockset has full height 5-pin 
tumbler cylinder for maximum pro- 
tection. Positive locking is ob- 
tained with turn button on the in- 
side tulip knob. Standard unit has 
a 2%%-in. backset and a 25%-in. rose. 
5-in. backsets are also available 


as are deadlocking latches, circular 
face latches and strikes. The Glo- 
Lok with the glow feature is avail- 
able at present only for entry sets. 
Precision Lock Mfg. Co., Inc., Dept. 
HA, 933 Stanley Ave., Brooklyn 8, 
ie & 


Item 11 
Flat yellow cord sets 


Here’s a lightweight, flexible, flat 
yellow cord set available in three 
conductors for hedge trimmers, 
electric lawn mowers, power tools, 
etc., that have three conductor 


plugs. Molded U/L male and female 
grounded connectors and plugs. 
Gage is printed on jacket at every 
10 in. plus Coleman’s ad-banding. 
Thermofiex, flat yellow cord also 
comes in two conductor sets. Cole- 
man Cable & Wire Co., Dept. HA, 
1900 N. River Rd., River Grove, Ill. 


Item 12 
All-purpose open air tent 


Campsite, back yard, cook tent, 
screen house are some of the many 
uses for this Wenzel all-purpose 
Open-Air Screen tent. Roof is made 





"Here, Mr Peabody, 
is a drop-shipped 
deal thats sure 
to sell” 


Right, Mr. Peck, 
and its backed 
up by national 
radio spots” 








Your customers want Wood’s 
winter tools when blizzard snows 
blow in. Your Wood’s winter tools 
stock is certain-sure to sell. It 
turns at good profit. — At better 
profit still, if you take advantage 
of Wood’s WT75 assortment, 
drop shipped, freight paid. Send 
in your order now—to make 
more money — to make sure you 
have on hand the stock you’re 
sure to need. Do it today! 











a 


Wood’s WT75 Winter Tools Buy 
74 Tools $92.13 (38.65%) profit 
Shipped direct, freight paid. Billed 
through your jobber. 








é 
i 
c 


Quantity Description RetailEach Total Sell 
12 | AA418WS—aluminum shovel $3.98 $47.76 
12 | AA418RH—aluminum shovel $2.70 $32.40 
6 | AASP—20” aluminum pusher $3.96 23.76 


6 | AASPD—"D” handied $4.26 $25.56 
aluminum pusher 


02CS2—car shovel $2.50 $ 7.50 
SP18—18” steel pusher $2.98 $17.88 
18P—18” steel pusher $2.22 $13.32 
EO7—-sidewalk cleaner $1.86 $11.16 
SSS18—wide steel shovel $3.00 $18.00 
0418RH—wide steel shovel $2.50 $15.00 
LESSI—general purpose shovel | $3.00 $ 9.00 
wSP—wheeled snow plow $8.50 $17.00 














nyownWneeedmd ann w 


74 tools (plus free rack) Total Retail $238.34 
Cost $146.21 
Profit 





a“ ~ 
MEET US AT THE 


NATIONAL 


BOOTH NUMBERS 1222-7-4-5 | 'swowes-- 


McCormick Place 
CHICAGO 
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THE WOOD SHOVEL & TOOL CO. 


PIQUA, OHIO 
Want more facts? Circle 111, p. 55 
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‘BUYING CHECK LIST 


Want more details? Just circle item number on p. 55 


of 7.68-oz forest green water re- 
sistant drill. All sides are nylon 
screening with sod cloth. It has a 
7-ft, 10-in. center, is 8 x 10-ft with 
6-ft high walls. Comes with tele- 
scopic aluminum center pole. H. 
Wenzel Tent & Duck Co., Dept. 
HA, 2200 S. Hanley Rd., St. Louis 
17, Mo. 


Item 13 
Flower shear display 

Here’s a space-saver display rack 
which will hold 12 pairs of Wiss 
FH-4 flower shears in new self 
service visual package. Card face 
tells in five colors the story of three 
different uses for these shears. Re- 
verse side of package illustrates 
five basic flower arrangements with 
descriptive copy. Rack is free with 
12 pairs of flower shears and has 


built-in hooks for use on perforated 
panel. Unit may also be used on a 
table top or in a window. J. Wiss 
& Sons Co., Dept. HA, Newark 7, 
N. J. 


40 © HARDWARE ACE, September 7, 1961 


Item 14 
Self-apply caulk cartridge 


Masco Products’ caulking com- 
pound is now available in this leak- 
proof 1/10-gal cartridge with plas- 
tic spout. The cartridge needs no 
gun to apply. It has an end cap, 
which when turned releases com- 


pound in uniform consistency, and 
when turned back the cap stops 
flow instantly. The compound is 
formulated to eliminate sagging 
and shrinking. It comes in white, 
natural or gray. Retails for 98¢. 
Masco Products, Inc., Dept. HA, 
1511 W. 38th St., Chicago 9, Ill. 


Item 15 


Copper tubing merchandiser 
Handi-Length copper tubing is 
available in a ready-cut assortment 
of sizes % in. through 3 in., and in 
lengths 2 ft through 9 ft. Types K, 
L, M, DWM are included. Types K 


and L, in % in. through 1 in., 
come in both hard and soft tem- 
per. All others are hard temper 
only. Tubing is packed in bundles 
for easy handling. The merchan- 
diser is made of 22-gauge steel and 
is finished in black and white 
speckle lacquer. Halstead Indus- 
trial Products, Inc., Dept. HA, 
Zelienople, Pa. 


Item 16 

Dual-purpose shelf bracket 
National’s two - piece bracket, 

Model No. 113, supports both shelf 

and clothes rod. Mounts flush to 

wall, or adjusts to %4-in. hook strip 


in existing closets. Supports pole 
from °%4-in. to 1%%-in. in diameter. 
One-piece rod bracket, Model No. 
114, without adjustable shelf sup- 
port, is also available. National 
Mfg. Co., Dept. HA, Sterling, Ill. 


Item 17 
Fast-start chain saws 


A re-designed combustion cham- 
ber for fast starting, lightweight 
handling and control, positive per- 
formance are features of eight new 
models in the McCulloch line. Illus- 
trated is the One/42 a low-priced 
quality saw for all part-time saw 
users. It weighs 20 lb, has fast, 
automatic rewind starter, all posi- 
tion enclosed carburetor, water- 
proof ignition. It will cut to 1% 
in. of ground. Retails for $149.95 
with 16-in. cutter bar and can be 
adopted to following accessory 
tools: paddle bow, brush-cutter, 
woodcutter, earth drill, all-purpose 
drill, roto-bit pruner and both 18 
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ll o Sterling water softener salt 
products—steady selling busi- 
ness builders... all year round. 
Water softener owners buy salt regu- 
larly. Month-in, month-out, all year 
long. How to cash in on this dollar- 
building business? Easy. Feature the 
salt that’s sure to please your cus- 
tomers: Sterling. 

In the Sterling family of Brine Buttons, Brine Crys- 
tals, Brine Kubes, you'll find a product that regen- 
erates any softener speedily and efficiently. Keeps 
softeners working in peak condition, too. 

Let your customers know you carry Sterling. Use 
window displays and permanent in-store floor dis- 
plays. Advertise. And don’t forget to check local 
softener sales. Each one is a potential customer. 

There’s plenty of hard cash to be made from soften- 
ing water. Feature Sterling and you'll see what we mean. 








INTERNATIONAL 


CLARKS SUMMIT, 


Qn Sterling Halite Melting 
Crystals—the leading product 
to melt ice and snow. Here’s a 
red-hot seller for the cold months— 
Sterling Halite Melting Crystals. They 
make ice and snow disappear fast 
. from sidewalks, steps, driveways and 
parking areas. Mighty handy to get a car going, too. 
Just scatter under rear wheels for instant traction. 

For top sales, build an eye-catching, one-ton mass 
display. 100 10-lb. bags, 40 25-lb. bags take only 
24” x 54” of floor space. 

Sterling is backing up your selling efforts with a 
hard-hitting billboard campaign. Over 1,400 posters 
will be used during 60 days of winter’s worst weather. 

The first winter storms will start a rush for this 
popular product. Stock Sterling Halite now! Comes in 
10-lb. bags, 25-lb. bags (with carrying handle), 50-lb. 
and 100-lb. bags. Order today from District Office. 








yrs MORE Ice 
Me ASTER! 





SALT COMPANY 


PENNSYLVANIA 


DISTRICT OFFICES: BOSTON - BUFFALO - CHARLOTTE - CHICAGO - CINCINNATI - DETROIT - NEWARK - NEW ORLEANS - NEW YORK - PHILADELPHIA - PITTSBURGH - ST. LOUIS 
Want more facts? Circle 112, p. 55 
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and 24-in. speed-tip bars. There 
are seven other new models in the 
line. McCulloch Corp., Dept. HA, 
6101 W. Century Blvd., Los An- 
geles 45, Caltf. 


Item 18 
Non-stick bakeware items 


Chicago Metallic’s line of non- 
stick, silicone coated aluminum 
bakeware pans consists of six top- 
selling Bake-King items. Included 
are a large oblong Ready-Mix pan, 
8-cup muffin pan, bread pan, 8-in. 
square Ready-Mix pan, 11 x 16-in. 
cookie sheet, and an 8-in. round 
Ready-Mix pan. Retail prices range 
from 69¢ to $1.49. Chicago Metallic 
Mfg. Co., Dept. HA, 3711 S. Ash- 
land Ave., Chicago 9, Ill. 


Item 19 
Bi-feld door hardware 


Bi-fold door hardware No. 2990 
can be used for new installations, or 
for conversion to bi-fold doors 
without alterations using existing 
swinging door openings. This hard- 
ware is designed for two-panel or 
four-panel closet doors, 1 to 1% in. 
thick. The hardware installs in the 
same height rough opening as 
hinged doors and uses standard 
height doors and jambs. These bi- 
folding door units may be fitted and 
trimmed out the same as swinging 
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doors. Track is concealed. Doors 
open through 180 degrees, com- 
pletely out of opening, allowing full 








access to closet even at 90 degrees. 
Stanley Hardware, Div. of Stanley 
Works, Dept. HA, 195 Lake St., 
New Britain, Conn. 


Item 20 
Battery Merchandising unit 


This Eveready Battery Service 
Center, Model No. 6, has a pre- 
packed assortment of flashlight, 
radio, photoflash and hobby bat- 
teries. Unit is made of hardwood 
and is 18 in. wide, 22 in. deep. Also 
includes precision calibrated bat- 
tery tester. Suggested dealer cost 
of No. 6 assortment is $114.57. Two 
larger units, Models No. 7 and 8, 
are also available. These include an 


assortment of flashlights and hand 
lanterns. Union Carbide Consumer 
Products Co., Div. of Union Car- 
bide Corp., Dept. HA, 270 Park 
Ave., New York, N. Y. 


Item 21 
Oil filter removal tool 


This self-adjusting, self-locking 
oil filter remover, Model No. 2304, 
grips like a vise on end of filter 








for removal. Tool eases job, saves 
time. Can be used with 1-in. socket 
and extension, or any l-in. open 
end or adjustable wrench. Price is 
$3.95. Proto Tool Co., Dept. HA, 
2209 Santa Fe Ave., Los Angeles 
54, Calif. 


Item 22 
8-qt Christmas tree stand 


This Forest Green Christmas tree 
stand holds 8-qt of water and can 
be refilled through holes in the 
spill-proof trough around neck. The 


broad base eliminates upsets, and 
continuous molded plastic construc- 
tion eliminates leaks, rusting and 
paint chipping. Suggested retail 
price is $3.98. Flambeau Plastics 
Corp., Dept. HA, Baraboo, Wis. 


Item 23 
Packaged tableware sets 


Here’s Washington Forge’s 8-pc 
Stagmaster steak set and combina- 
tion game and carving set. Steak 








ALCOA 
GETS ‘EM 
ALL WOUND UP 
WITH 


10 TESTED HARDWARE PROMOTIONS! 


Here’s what Alcoa gives you: Ten 
tested and proven ideas that sell 
your stock! Traffic-building “satu- 
ration” radio spots in key market 
areas! 'T'wo full-color pages in the 
magazine your best prospects 
read! Buy-appeal commercials on 
Alcoa’s network TV show, “‘Alcoa 
Presents”! Sales banners and in- 
dividual sets of five counter cards 
to establish you as “headquar- 


ters” for hardware and hardware 
information! 
SEND TODAY 
FOR YOUR FREE 
PORTFOLIO of Alcoa’s Market- 
Maker promotion materials. 
Write, wire or phone... or simply 
clip the handy coupon at right! 


prt terse cee 


Aluminum Company of America 
16446-J Alcoa Building 
Pittsburgh 19, Pa. 


Please send me a 1961 Alcoa Market- 
Maker Planning Guide... to help me 
sell more hardware than ever before! 


Store Name 
Address 

City 
Ordered by 

















Warcoa ALU AAIN U RA 





ALUMINUM COMPANY OF AMERICA 


For exciting drama watch ALCOA PRESENTS every Tuesday evening... ABC-TV 
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set features Stagmaster handles, 
heavy hollow ground stainless steel 
blades with supersharp 3-D Wavy 
Edges. The game and carving set 


also features Stagmaster handles, 
9-in. slicer, forged fork, 8-in. 
poultry slicer and poultry shears. 
Both sets come in silk lined gift 
boxes. Washington Forge, Inc., 
Dept. HA, Englishtown, N. J. 


Item 24 
Boxed beverage glasses 


Here are two designs of 22-K en- 
riched smartly designed glasses, 
packed four to a gift box. Designs 
are Golden Spires, shown left, and 
Rippling Ribbons at right. Golden 
Spires design is in gold and black; 
Rippling Ribbons is gold and tur- 


quoise. Glasses are packed four of 
a kind; 9-oz on-the-rocks, 14-oz tall 


boy or 12-0z highball. Approxi- 
mate retail per set is $1.89. Anchor 
Hocking Glass Corp., Dept. HA, 
Lancaster, Ohio. 


44 ¢ HARDWARE AGE, September 7, 1961 


Item 25 
Precision-made hacksaws 


This line of precision-made hack- 
saws features all solid steel frame. 
Available in three grades and mod- 
els, and will accommodate 8, 10 or 
12-in. blades. Each is adjustable 
for rotation of the blade in four po- 
sitions. The lightweight model for 
light work retails for $1.79. The 
next model, for general work, has a 


metal handle and retails for $2.75. 
The Deluxe model for heavy-duty 
work, with plastic handle and ex- 
tra-heavy frame, retails for $4.25. 
P & C Tool Co., Dept. HA, Box 
5926, Portland 22, Ore. 


Item 26 
Refillable assortment 


Sixteen sizes of Pushnut fasten- 
ers for unthreaded rod, axle, stud, 
or rivet are provided in the PN-495 
assortment. Included are closed 
acorn, open acorn, cap and Pushnut 


fasteners. Fasteners are decorative 
and provide rugged holding power. 
They may be used for children’s 
toys, ornaments, medallions. As- 
sortment lists at $21.25. Sharon 
Bolt & Screw Co., Dept. HA, Endi- 
cott St., Norwood, Mass. 


Item 27 
All-purpose lamp in colors 


The Flex-a-beam lamp can be 
used in the office, bedroom, study. 
It has a hard plastic scratch-proof 
base and shade, and UL approved 
6-ft electric cord. Available in col- 


ors pink, green, cocoa, and black. 
Packed 12 per carton, assorted. 
Droplite Electric Mfg. Corp., Dept. 
HA, 305 First St., Brooklyn 15, 
fs f 


Item 28 
Pressure relief valve 


Here’s a new A.G.A. listed pres- 
sure relief valve which meets or 
exceeds A.S.A. Z21.22-1958 and lat- 
est F.H.A. standards. Model 460 





has heavy red brass body, stainless 
steel control spring, special bibb 
washer and test lever. Inlet and 














Borden's 


Never before a gluing promotion like this! 
A promotion that'll march the whole “do- 
it-yourselfing family” right into your store 
. asking for Elmer’s! 
Ammunition? Three Elmer’s “how-to” 
booklets—offered FREE in ads in Life and 
Saturday Evening Post. For Dad: Elmer’s 


For copies of the booklets shown above, and more information, write: Elmer’s, The Borden 
Company, Dept. H A-91, 350 Madison Avenue, New York 17, N.Y. 


Handbook. For the kids: 
Elmer's Paper Fun. For Mom: a great new 
booklet—Pariy and Home Decoration! All 
three create new uses for Elmer’s products. 
New demand. New store traffic! 

A BIG 12-FOR-11 BONUS, TOO! Borden 
gives you the opportunity for extra profits 


W ood-Gluing 
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Avatlable in Canada.) 


“family promotion” expands the gluing market 


»»» Qives you a 12-for-11 profit bonus, too! 


from August 28 to September 30. Pay for 
11, get 12—when you order any one of these 
products: Elmer’s Epoxy Glue, or Elmer's 
Floor Grip, or Elmer’s Contact Cement 
(34-0z. tube or 2-oz. jar)—together with 
Elmer’s Glue-All in the 114-0z, or 4-oz., or 
8-oz. sizes. What a profit opportunity! 


BORDEN 
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outlet are both % in. standard set- 
ting is 125 p.s.i.; other settings on 
request. Valves are individually 
boxed, 24 boxes to master carton. 
Mansfield Sanitary, Inc., Dept. HA, 
Perrysville, Ohio. 


Item 29 

12-gauge pump shotgun 
Mossberg 500 (top), 12-gauge 

pump-action shotgun is available 

with six different barrels, making 

the gun adaptable to many types 

of shooting. Barrel changes can be 





‘made in seconds without use of 
tools. The 500 holds six standard 
2%4 in. shells, five 3 in. magnums. 
Basic model retails at $73.50. Two 
barrel combination (bottom) is 
$88.88. Model 500K with C-Lect- 
Choke (center) retails at $79.50. 
O. F. Mossberg & Sons, Inc., Dept. 
HA, 131 St. John St., New Haven, 
Conn. 


Item 30 
Torque adapter for drills 


Curtis’ 0 to 240 inch-pounds ad- 
justable torque adapters can be 
used to convert electric drills to 
screw drivers or nut runners. 
Adapters are packed in a corru- 
gated box that is used as a coun- 
ter display. Adapters can set any 
size screw to desired depth. Slip 
clutch cuts power when proper 
torque is reached. Each adapter has 
drive socket, two slotted, and two 
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Phillips screw bits and a pilot hole 
drill size chart. Curtis Industries, 
Inc., Dept. HA, 1130 E. 222nd St., 
Cleveland, Ohio. 


Item 31 
Fiberglass picket fencing 

This picket fence is made of 
Fiberflex fiberglass that won’t fade, 
rust or corrode. Flexes and bends 
to follow desired contour. Comes 
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in three and five foot sections that 
can be joined together. Rivets are 
made of aluminum. Retails at ap- 
proximately $1.79 per 3-ft section, 
$2.39 per 5 ft length. Northern 
Fiberglass, Dept. HA, St. Paul, 
Minn. 


Item 32 
Staple gun merchandiser 


Seven Arrow Tackers are dis- 
played on this merchandising board 
which promotes both sales and rent- 


als. Display is 20-in. wide, 32-in. 
deep, finished in red, yellow and 
black. Unit has holes at top for 
hanging. Merchandiser is included 
with purchase of six T-50 staple 
guns and one HT-50M hammer 
tacker. Arrow Fastener Co., Dept. 
HA, 1 Junius St., Brooklyn 12, 
Wie 


Item 33 
3 do-it-yourself items 


Larson has three gift assort- 
ments of do-it-yourself items to 
build holiday traffic. A 4-color dis- 


play card is enclosed with each as- 
sortment. Dealers can choose No. 
1 or No. 2 (shown) Saw Horse 
Brackets, or No. 1200 Folding Table 
Leg Brackets. Items are shipped in 
self-display cartons. Chas. O. Lar- 
son Co., Dept. HA, Box 358, Ster- 
lang, Ill. 


Item 34 
Push-button room heater 


This Instant Heataire unit has 
a 170-sq in. heat chamber, a safety- 
gravity switch that shuts unit off 
if overturned, and push button con- 
trols. Available in a choice of 1320- 





1 FREE with 11...Fall Deal! 


PLUS 
10¢ Off Retail 


You get 1 pr. FREE when you 
buy 11. Your customers get 10¢ 
off the regular 79¢ price. New 
Improved Soft Neoprene makes 
‘em buy again. Colorful new 
package makes Ebonettes sell 
faster than ever. Compact new 
12 pr. counter carton occupies 
only 5” wide shelf facing. 


Profit Story 


Customer Doz. 
Pays Retailer . . $8.28 
(Regular 79¢ Retail) 

(Special 69¢-10¢ Off) 

Costs Retailer . . ,. $4.77 

(Regular $6.00) 


—... Sa 


PLUS 
New Improved 
Soft Neoprene 


You buy 11 SUPER Ebonettes 
this fall and get 1 pair FREE. 
Like Ebonettes, SUPER Ebonettes 
sell themselves because they 
outwear rubber yet feel soft as 
rubber to your customers. New 
packaging sells the “soft’’ neo- 
prene story, and shows the soft 
cotton-down lining. New 12 
pair counter carton takes less 
space and sells more gloves. 


Profit Story 


Customer Doz. 
Pays Retailer . . $11.76 


Costs Retailer. . . 7.04 
(Regular $7.68) 
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PLUS 
“‘Men’s Work Glove”’ 
Premium Offer 


When you buy 11 Bluettes this 
fall, you get 1 pr. FREE. Every 
customer who buys a pair of 
Bluettes can order from Pioneer 
a $1.89 pair of Men’s Liquid- 
proof Gauntlet Work Gloves 
for $1.00 ... they save 89¢. 
Bluettes new package and 6 
pair shelf carton save counter 
space and sell Bluettes faster. 
Advertised in LIFE 

Advertised in 

Ladies’ Home Journal 


Profit Story 


Customer Doz. 
Pays Retailer . . $20.28 


Costs Retailer. .. . 12.15 
(Regular $13.25) 


~~ A 


PLUS 
The Sheerest 
Gloves Made... 


Buy 11 ...gef 1 pair FREE this 
fall. Every year Nimble Fingers 
sales increase because new 
glove users find Nimble Fingers 
so sheer they forget they are 
wearing them. 


Order No. 98 .. . beauty pack- 
age for cosmetics department 
(illustrated) 

Order No. 95... painter’s 
package for paint department 


Profit Story 


Customer Doz. 
Pays Retailer . . $ 7.08 


Costs Retailer. . . 4.15 


—... Sa 


Order Today! Offer Expires October 31, 1961 
WARDROBE of HOUSEHOLD GLOVES 
The PIONEER Rubber Company .. . 108 Tiffin Road, Willard, Ohio 
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watt heat (Model 105T) or 1650- 
watt heat (Model 106T). Both re- 
tail for $29.95. The unit is finished 
in mahogany and white. Markel 
Electric Products, Inc., Dept. HA, 
129-149 Seneca St., Buffalo 3, N.Y. 


Item 35 
Polyethylene double pail 

This Targetware X-79 double 
pail is made of polyethylene and 
has a total capacity of 1114-qt. It’s 
1034 x 11 x 8-in. high, with rolled 
rim for strong support. Will not 
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mar, snag or scratch any surface. 
Comes in yellow or turquoise. Pack- 
aged one dozen to shipper, solid 


colors, $6 per dozen. Columbus 
Plastic Products, Inc., Dept. HA, 
Columbus 23, Ohio. 


Item 36 
Food sticking preventive 


No-Stick prevents food from 
sticking to oven walls, grills and 
oven windows. It is odorless, taste- 
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less, non-inflammable and will not 
smoke. Sprayed on, it forms a pro- 
tective shield that hot greases and 
foods will not penetrate. One ap- 
plication is sufficient for one month 


of normal cooking. Can also be 
used on outdoor grills, baking pans, 
waffle irons, etc. Retails for $1.29. 
Devcon Corp., Dept. HA, Danvers, 
Mass. 


Item 37 
Dual-purpose polisher 


Portable Electric Tools’ auto and 
household polisher kit, Model No. 
K-1560M, weighs less than 3% Ib. 
Three-amp motor provides power 
for hard buffing. Ball thrust bear- 
ing permits application of high 
pressure to weathered surfaces. Kit 
includes 6% in. diameter lambs- 
wool bonnet, 5% in. diameter flexi- 
ble rubber pad, auxiliary handle 


Bere 


for two-hand guidance. Operating 
speed is 1200 rpm under load. Re- 
tail list price is $29.95. Portable 
Electric Tools, Inc., Dept. HA, 1200 
E.. State St., Geneva, Ill. 


Item 38 
Gas-powered garden tiller 


The Turfmaster King Tiller has 
a 3 hp vertical crankshaft, Briggs & 
Stratton 4-cycle engine. The 13'4- 


in. diameter bolo type tines are ac- 
justable for width from 14 to 26 
in. Tine extensions are available 
for a maximum width of 37 in. 
Handle is adjustable to suit opera- 
tor. The 10-in. steel wheels are 
easily removed without tools. Dille 
& McGuire Mfg. Co., Dept. HA, 
Richmond, Ind. 


Item 39 
Tool for patching corners 


Korner Tool is precision angled 
for easy corner plastering and ce- 
menting. Tool is useful for brick 
pointing, stair angles, jointing ce- 
ment. Blade is made of tempered 
tool steel with rust-proof finish, 
and has angled easy-zrip handle. 
Comes on a red and black merchan- 
dising card. Howard Hardware 
Product, Inc., Dept. HA, 250 Eliza- 
beth Ave., Newark, N. J. 


Item 40 
Economy-priced heat band 


The Econo-Line electric heat 
band for wrapping around water 
pipes has simple construction and 
an economical thermostat. The 
heat band is made of the same qual- 
ity covering as used in the DeLuxe 
units. The encased wiring carries 
a new rating of 8-watts per lineal 
foot for freeze protection at lower 
temperatures. Thermostat is her- 
metically sealed. The unit plugs 
into any standard 110-120 volt AC 





... for kiddies 
and kitchens, 








...f0r indoors 


and outdoors, 


America’s pioneer manufacturer. One stop delivery. Over 5,000 items! 


©. AMES CO., PARKERSBURG, W.VA. 


Ask your distributor now for the sizzling new Ames Fall Special! 
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outlet. Available in eight sizes. Fac- 
tory suggested price for smallest 
size is less than $3.50. Easy-Heat, 
Inc., Dept. HA, New Carlisle, Ind. 


Item 41 
Closet hanger canister 


Expello’s metal closet hanger 
canister is designed for easy 
handling. The No. 2 hanger con- 
tains two 6 oz. cakes of paradi- 


chlorobenzene with cedar - pine 
scent. Refills are also available. 
Retails for 89¢, with hanger hook. 
Ezxpello, division of Odor-Aire, Inc., 
Dept. HA, 1015 E. Second, Wichita, 
Kans. 


item 42 
Simplified ratchet wrench 


Here’s a simplified ratchet 
wrench with only seven parts. 
Heart of the new ratchet is an oil- 
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resistant neoprene rubber plug 


which actuates and holds the pawls 
in position. The new ratchets are 
available in %4, %, % and %4-in. 


Ro 


square-drive models. The ratchets 
are so simple in design they can be 
field stripped with a pocket knife 
and easily re-assembled. Crescent 
Tool Co., Dept. HA, Jamestown, 
N. Y. 


Item 43 
Modern flatware design 

Lone Rose is a flatware pattern 
with modern tapered lines accented 
by a single American Beauty Rose. 
All pieces feature permanent Deep 
Glo finish. Available in following 
combinations in a new gift display 
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box: 16 pieces for four, $16.95; 24 


pieces for six, $24.95; 32 pieces for 
eight, $32.95; 50 pieces for eight, 


$44.95; and 76 pieces for twelve, 
$64.95. Wallace Silversmiths, Inc., 
Dept. HA, Columbia Ave., 
caster, Pa. 


Lan- 


Item 44 


8-inch all-purpose tongs 


Androck’s all-purpose tongs, No. 
1152XP, are 8-in. long. They are 
chrome plated and come wired to a 





full colored display card, pre-priced 
at 39¢, or as No. 1152X, without 
pre-pricing. The tongs have many 
uses in the kitchen as well as in 
outdoor cooking. Androck, Dept. 
HA, 28 Union St., Worcester 8, 
Mass. 


Item 45 
Line of bird feeders 


Patio bird feeders are made of 
anodized aluminum and _ styrene 
plastic. Deluxe feeder, No. 12 BF, 
weighs 2% lb, comes packed in in- 
dividual carton, retail is $4.95 and 
includes squirrel baffle. Other mod- 
els range from $1.98 to $9.95. Patio 
Products, Inc., Dept. HA, 275 Jeff- 
erson St., Newark 5, N. J. 


Item 46 
Double-duty snow pusher 


The D-handle snow pusher is de- 
signed to do the work of a pusher 
and shovel in wet snow. The D- 


(Continued on page 54) 
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LIKE UM SAY, PALEFACE, IT TAKES 


ENETRATION 


TO MAKE PAINT STICK TO THE JOB 
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Gum Turpentine, the world’s best paint 
thinner, provides the ideal penetration 
to anchor the paint film to the surface. 
All good painters know this secret of 
good paint jobs. Every time you sell oil 4" 
based house paints or long lasting in- 
terior oil paints, enamels and varnishes, 
sell Gum Turpentine. Make sure the 
paint you sell gives lasting satisfaction. 
You make a handsome profit on Gum 
Turpentine. Nationally advertised in 
leading magazines and farm journals. 
Order a good stock of Gum Turpentine 
today. The AT-FA seal is your assur- 
ance of genuine spirits of Gum Tur- 
pentine. 








AMERICAN TURPENTINE FARMERS ASSOCIATION 
General Offices: Valdosta, Georgia 


Want more facts? Circle 117, p. 55 
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RETAIL PRICE EAST COAST P.0.€.; $2,015 WEST COAST 


What does it cost after you pay for it ? 


The $1,895* we charge for a Volkswagen 
Truck is only the beginning. 

The cost goes up every time you buy gas. 

Or tires. Or oil. Or parts. 

But. 

This isn't the only truck that runs on gas, oil 
and tires. 


VW trucks average 24 mpg, regular gas. 


In fact, some VW owners say our trucks use 
Only half the gas their former trucks did. 

Drivers doing 24,000 miles a year often tell 
us their VW took only $400 worth of gas. 

Where their former trucks took $800. 

It doesn't surprise us. The efficiency of our 
magnesium-aluminum engine is a legend. Almost 
all VW trucks get over 20 miles a gallon. Some 
get 30. 

Our average is 24. 

This is due to the elimination of dead weight. 
The whole truck weighs only 2,282 Ibs. A loaded 
VW is almost as light on its feet as a conven- 
tional truck empty. 

This also means less weight on tires. Most 
trucks in our class get about 20,000 miles on a 


set. We get 35,000. Sometimes 40,000. 

You save another $100 there. Every time 
around. 

Volkswagen engines almost never need oil 
between changes. And never need anti-freeze 
at all. They're air-cooled. No water to freeze 
up in winter or boil over in July. 

Service? Owners tell us they put only half 
the money into VWs that they put into main- 
taining their old trucks. 

After all, we've made the same basic model 
for 12 years now. We've improved almost 
everything in it. And then improved most of the 
improvements. 

(We try to make parts for new VWs fit old 
ones, too. Our spares are often better than the 
parts your VW came with in the first place.) 


Deliver next to nothing and still make a profit. 


Now then. 

Taking just gas and tires, the man who saves 
$450 a year will save $1,350 in 3 years—the 
time many owners take to finance a new truck. 

Does this mean the Volkswagen 
costs only $5452 
Can that be? 


Want more facts? Circle 118, p. 55 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 55 


(Continued from page 50) 
handle grip on slightly shortened 
handle adds to efficiency in plowing 
or pushing aside loose feathery 
snow, or when wet snow must be 
pushed and scooped up. Has alumi- 
num blade with steel wear strip, 
sturdy Northern White Ash handle 
and a strong steel D. Comes in 20 
and 24-in. sizes to retail at $4.26 
and $5.28. Wood Shovel & Tool Co., 
Dept. HA, Piqua, Ohio. 


Item 47 
Portable room humidifier 


BVI portable room humidifiers 
now have decorator custom styled 
stands. The stand formed of bright- 
ly plated cold drawn steel will blend 
with any furniture style and raises 


the humidifier’s output vents to 
15% in. from the floor, a recom- 
mended height. The stand is fur- 
nished with the BVI model H-901 
humidifier at no increase in price. 
Lists at $34.95. Burgess Vibro- 
crafters, Inc., Dept. HA, Grayslake, 
Til. 


Item 48 
Portable cooking unit 


Glo-Temp portable oven, Model 
No. MO-115, can be mounted on 
wall, placed on counter-top or cart. 
Unit is 29% in. wide, 17% in. high, 
16%, in. deep. Has precision ther- 
mostat, Telechron timer-clock, sin- 
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gle dial temperature control. De- 
sign features stain resistant tex- 
tured vinyl exterior, mirror-chrome 
rear panel, one piece oven of acid- 
resistant porcelain. Columbus Stove 
Co., Dept. HA, 2999 Beulah St., Co- 


lumbus 24, Ohto 


Item 49 
Repair material packaging 


Magic Wood is now available in 
lithographed cans in 4, %, 1, and 
8 lb sizes. Offered in seven wood 
colors: natural, maple, birch, red- 
wood, mahogany, oak and walnut. 
Magic Iron Cement Co., Dept. HA, 
14215 Caine Ave., Cleveland 28, 
Ohio. 


Item 50 

Hacksaw blade merchandiser 
Customer selection of Kron Swed- 

ish hacksaw blades is easier with 

this display board for counter or 

wall board use. Can be ordered 


with a 100 blade assortment of 
NPU super high speed, Molybden 
high speed, Wolfram semi-flexible 
or Kron Select tungsten alloy 
blades. Skod Co., Dept. HA, 15 East 
Elm St., Greenwich, Conn. 


Item 51 
Holiday decorating kit 


Illbronze Glitter Kit is an all-in- 
one decorating unit containing an 
easy to use aerosol can of quick- 
drying cement, four different sprin- 


kle glitters, and six attractively 
designed holiday stencils. The 
package shows three easy steps to 
original decorations. Jllinois Bronze 
Powder Co., Dept. HA, 2023 S. 
Clark St., Chicago 16, Ill. 


Item 52 
Rectangular dish pan 


Loma’s deluxe heavy-duty rec- 
tangular dish pan, Model No. 828, 
is made of polyethylene. It’s 17 in. 
long, 11 in. wide, 444 in. deep, and 


has carrying handles. Comes in yel- 
low, pink, turquoise and opal white. 
Retail price is $1.98. Loma Indus- 
tries, Dept. HA, 3000 W. Pafford, 
Fort Worth, Texas. 





FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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POSTAGE WILL BE PAID BY 
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HARDWARE AGE 


Post Office Box 60 
Village Station 


Front cover adv. Second cover adv. 
Third cover adv. Back cover adv. 


BUSINESS REPLY MAIL 
No postage necessory if mailed in the United States 
NEW YORK 14, N. Y. 








Street 


My wholesaler 


Wholesaler's address 
Card is valid 8 weeks only 





HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


> Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 
for you to keep posted by using this Free Quick Check 
Postcard Service. 


> Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


> Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 


Oe 
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red pepper 
PRIZER We RE 


PORCELAIN CAST-IRON COOKWARE 


Beautiful, practical way to prepare delicious meals. Gleaming 
porcelain finish is long-wearing and easy to clean. This distinc- 
tive line attracts customers and increases sales. 


PRIZER-WARE, P.O. Box 1382, Reading, Pa. 
Send me information about complete /ine. 


NAME 





COMPANY 





ADDRESS 








Cry v STATE 
(please print) 











EVERY TIME 
THEY REACH 


IT IS MONEY 
IN YOUR POCKET 


MORE PEOPLE BUY MORE TOOLS 
WHEN THEY ARE DISPLAYED ON A 
P&C MERCHANDISER. 


Tools sell faster, profits are bigger and easier 
when you install a P&C Merchandiser. Impulse 
sales increase rapidly. Tool turnover is 4 or 
more times a year. No other tool display can 
equal the P&C Merchandiser as a sales and 
profit producer. P&C Merchandisers are used 
in more than 12,000 stores nationally. For in- 
formation ask your wholesaler or write P&C. 


P&C TOOLS ARE PRE-PRICED 


Customers can tell at a glance the price of any 
tool. You save time and money and end cus- 
tomer confusion and profit losses. 


® 








TOOL COMPANY 





Subsidiary of 
P.O. Box 5926 « Portland 22, Oregon eOUETON >, 
& > 


In Canada, Box 366, London, Ontario 


SATELLITE 200 


Colorful, compact 
and sales_ stimulating. 
ABald-1-ecrs-yieiciem eh alelal-meeian 
easily Three persons can 


SnNop at one time 


JET 350 
Jaale)i-a¢-mn cele) mel -sel- 1a 
é n only 45 inches of 
y 
floor space! The Jet sells 


deli 


R-150 TOOL 
Bal: R-150 pu 


Want more facts? Circle 120, p. 55 


< Want more facts about ad on page 57? Circle 119, p. 55 
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School's out for students and instructors at 7th Annual Architectural Hard- 
ware Institute. 


133 students graduated from 7th 


Architectural Hardware Institute 


The 7th annual Architectural Hardware Institute held at Ohio State 
University in mid-June graduated 133 students from 29 states and four 
Canadian provinces. All received certificates for successful completion of 
courses in contract builders’ hardware: 36 in the basic course, 43 in inter- 
mediate, 44 in advanced, and 10 students in the management course. 

Certificates were presented by Edward B. Veihmeyer, president of the 
American Society of Architectural Hardware Consultants. 


Each graduate of course received certificate from Ohio State. Assistant 
dean, College of Education, D. A. Severino (left) watches as scholarship 
student from the advanced class, Robert Dominguez, receives certificate 
from E. B. Veihmeyer, president of ASAHC. 


ern 


la | 


Falead chesieounn scene. Instructors worked closely with students. 





SEND FOR CATALOG, } 
DISPLAY INFORMATION & 
AND JOBBER’S NAME 


NAME 





TITLE 





COMPANY 





STREET 





CITY/STATE 











Free vise display hangs on peg 
board tool wall or stands on 
counter. Sells Simplex vises on 
sight for high profit. 


Simplex vises really move when 
they’re shown on this eye-catch- 
ing merchandiser. Unit given 
free with order of 5 Simplex 
utility vises (V5 Deal). Sell the 
high profit, fast turnover line. | 


| Desmond i 
| Simplex 
The Desmond-Stephan Mfg. Co. 
Urbana, Ohio 
SES GI ee 
Want more facts? Circle 121, p. 55 
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in Professional 
WORKSHOPS 

you find Kerr 

PIN-UP HOOKS! 


in thousands 
of HOMES 
you find Kerr 
PIN-UP HOOKS! 
aa 














Is 
n profit conscious 
STORES 
you find Kerr 


PIN-UP HOOKS! 
(they’re Self-Locking) 


No wonder you find so many profes- 
sional workshops using PIN-UP’s... 
they do the job right! Pin-ups are the 
original self-locking hooks (Pat. No. 
2,872,145). Bi-level construction 
locks the hooks on two levels—they 
can never fall out, twist or turn. 


Customers return again and again to 
buy more of these zinc-plated beau- 
ties. Stock up now—Pin-up’s sell! 


NEW! 3 Color 
Bubble and Card = guusivam 
Packaging ie 


FREE! 
DISPLAY 
(30"x67"x16") 
with D-50 
ASSORTMENT 


From leading D a ddieltiicla Everywhe ré 


ae THE KERR WIRE 

L PRODUCTS CO. 
Cicero ‘Avenus 

CHICAGO 51, ILLINOIS 


Want more facts? Circle 122, p. 55 
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Unusiial promotions a 


sure traffic booster 


There seems to be no end to 
unusual promotions to draw traffic 
to shopping centers. 

Norman Kurth of Badger Paint 
and Hardware Store in Mayfair 
Shopping Center, Milwaukee, Wisc., 
tried and succeeded with a new 
gimmick, last winter. 

Dealer Kurth had the center’s 
maintenance crew flood a_ small 
area of sidewalk near his store. It 
froze quickly, and was used as an 
ice rink for a display of the sport 
of Curling. The idea brought 
crowds to watch the demonstra- 
tions. 

After the hourly exhibits, many 
spectators dropped into Mr. Kurth’s 
store to shop. The resultant up- 
surge in sales proved this to be a 
natural promotion for drawing a 
crowd. 

Curling is a game of Scottish 
origin wherein two teams of four 
men each throw a disc-like stone 
along a flat ice rink toward a circle 
painted on the ice. The sport is 
very popular in the upper mid- 


Each man gets two turns, with 


| that man winning whose disc stops 


the closest to the center. 

The players are allowed to sweep 
the ice ahead of the disc with a 
broom, so that the friction created 
helps the disc travel further ahead 
toward the scoring circle. Once the 
four men on one team have each 
had their two turns, the opposite 
team throws the disc back toward 
the circle drawn near the other 
end of the rink. 

The man reaching a score of 21 
wins for his team. 

Only the disc coming closest to 
the exact center of the Tee (the 


This is Curling, and the crowd it 








BEST basket 


Deluxe assortment of Lustro-Ware 
POLYETHYLENE WASTE BASKETS 
with FREE revolving, steel 
MERCHANDISING TREE 


— 








REFILLS 
FROM 
OPEN 
STOCK 


tment 


Choice of SOLID COLORS or 
METALLIC DECORATED styles 


Put this sales whiz to work for you. Displays 
and sells 8 different styles of popular 
Lustro-Ware baskets. This revolving, 
steel merchandiser takes less than 3 x3 feet 
of spuce . . . wonderful for hot traffic spots 
«+. attracts customers to a Lustro-Ware 
housewares section. Display FREE with BT-8 
or BT-8 D decorated basket assortment. 

All profitable, nationally advertised values. 
Order from your supplier or write — 


COLUMBUS PLASTIC PROD., INC., Columbus, Ohio 


Sales offices in principal cities myer a 
Good a Oe 
a 
P43 sovcavace WE 


Guaranteed by WORLD'S LARGEST 
manufacturer of plastic housewares 
Want more facts? Circle 123, p. 55 





THE MOWER THAT MAKES GOOD BUSINESS ror 1962 


The finest Atlas-Aire power mowers ever built! That’s 
the big news from Atlas. Details of the advanced fea- 
tures will be added attraction when the mowers are 
introduced to you. 

Atlas-Aire ‘‘builds in’’ dependable quality and still 
prices to keep the strain off family budgets. The line 
is sold through wholesalers on a selective basis and 
backed by a strong national advertising program and 


Manufacturers of Power Mowers, Tillers, Edger 


wht 


AA\ \ 
WAAL 
i 


«Ahn i 


\ 
\ 


\\} 
Wy 


/ 
Atle BP 


‘Trimmers, Can Carts, Leaf Burners, Portable Heaters, 


effective dealer sales aid materials. 
Jobbers and Atlas work as partners in volume build- 
ing. This means full margin for jobber and for dealer 
as well. The mowers move in volume because of their 
finer features, rugged construction, convenient opera- 


tion, and recognized value. 
For good business in 1962, feature the complete 


Atlas-Aire line. 


Window Fans 


ATLAS TOOL & MANUFACTURING CO. 
FOUNDED IN 1926 


5147 NATURAL BRIDGE BLVD. e 
Want more facts? Circle 124, p. 55 


ST. LOUIS 15, MO. 
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Fastest Growing Christmas Decoration 


C —— 


12 POINTED—E LEC TRIC 


Delights everyone who sees it. It’s - > 


surprises. Sales in ’60 over five times 

greater than previous year. The most 

exciting decoration with multiple uses. 
Beautiful, durable, you'll marvel when “a 
you see it lighted. A brilliant glow of “SS 
color, from bulb in cent itted 
through all 12 points. Imagination 2 

the ceiling ... For mantels, center 

Pieces, center of wreaths, atop the tree aa 
and hundreds of year-round uses. 

Many use these brilliant Stars for 

out-of-door decorations. 


THREE SIZES—9", 20° AND 277 
MEASURED FROM TIP TO-TIP. 


r, | ; 
nik tle SK 
p>s SALESMAKERS 
<LT 


ww 


MONTE DECORATION 


MATIVEIZY SCENE 


9” SUGGESTED RETAIL 


$2.50 


f 
Here is the beaufiful, full 
color, display package portraying 
the superb quality of the Crystalite. 


SEND TODAY FOR Complete with easy bulb 
COMPLETE INFORMATION change cord set and clip 


MODERN CONTROLS CORPORATION 
P.O. Box 128..* Centerline, Michigan 


Want more facts? Circle 125, p. 55 








FOR THEIR TOILAFLEX ... 
WE DIRECT CUSTOMERS 10 


your hardware store, to your 
hardware store, to your hard- 
ware store, to your hardware 
store, to your hardware store. 


Changes 


New products and 


new trade names are 
constantly being 
Please don’t lose these easy, added to the listings 
ready-made sales. 


mie) Vik > ¢ 
Toilet QO Plunger 


The Plunger They 
Ask for By Name 


for the next Directory 
Number of HARD- 


WARE AGE. 


Therefore, if you do 





not find in the current 
issue of the Directory 
Number the product 
you are interested in 
write to the “Who 
Makes It’ Editor. He’ll 


be glad to serve you. 


HARDWARE AGE 


By the makers ot 
Water Master tank balls. 





Chestnut and 56th Sts., Phila. 39, Pa. 











name for the painted circle) earns 
its thrower a point of one. This 
game is similar in some of its as- 
pects to lawn bowling or shuffle- 
board. 

It was an easy matter for Mr. 
Kurth to have the maintenance 
crew flood the area and let it freeze 
overnight into a hard surface. Then 
the proper symbols were painted 
on for the game. 

It was also a simple matter for 
Mr. Kurth to contact the officials 
of the local Wauwatosa Curling 
Club and arrange for it to have 
members give hourly exhibits. 

The public was told about the 
demonstrations via newspaper ads, 
and each game drew a bigger crowd 
than the one before. 


Want to hypo your key 
volume? Try this idea 


If you would increase your key- 
duplicating business overnight, and 
wir many friends in the process, 
try this idea. Offer a lost - key 
“insurance” plan. 

Here’s how it would work. Each 
time you are handed a key to 
duplicate, for car - home - business, 
suggest that a spare be made. The 
price of the spare would be up 
to you to determine. It would likely 
be a little more than an ordinary 
duplicate. 

Further, tell each customer that 
the spare will be labeled with his 
name, and filed away with others 
in a locked master box. You would 
guarantee to hold each such “in- 
surance” key one or two years, 
or perhaps indefinitely. 

Under this plan, any customer 
who gets locked out of car or home 
through losing his key can pick up 
an immediate replacement from 
you. 

When this happens, and it does 
happen to all of us one day, the 
customer will think very highly 
of you for your foresight and 
service. Meanwhile, the insurance 
key idea would mean heavy extra 
volume in key making. 

Your investment? Only one metal 
storage box and some adhesive or 
string labels for identification. 

A prominent window sign: 
“Heard about our INSURANCE 
key plan?” would probably bring 
you dozens of curious customers 
in no time at all. 


Want more facts? Circle 126, p. 55 
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Sensational new PPG 


HOUSE 
PAINT 


Resists unsightly blistering and peeling! 


e Made with new miracle resins to provide 
extra years of protection for wood or masonry 
surfaces. Goes on smoothly and easily with 
brush or roller, even over damp surfaces. Dries 
bug- and dust-free in 30 minutes. “Breathing”’ 
action lets trapped moisture escape from in- 
side the house without harm to paint film. 
Wash-up requires only soapy water. 


PiTTS BURGH PLATE eeaass €eome a es 


TITANIC OUTSIDE WHITE ” 


R WHite work ON 


Made with fume-resistant pigments and Vitolized® Oil 


e Only house paint with this double pro- 
tection. Fume-resistant pigments resist dis- 
coloration from smoky atmosphere and fuel 
fumes which quickly stain ordinary paint. 
VITOLIZED OIL controls penetration, insures 
a firm bond for paint coat and keeps it live 
and elastic so it can expand and contract with 
severe weather changes. 


Pittsburgh Plate Glass Company, Paint 
Division, Dept. HA-91, Pittsburgh 22, Pa. 


I am interested in more information about sensational 
new PPG LaTex and Pittsburgh Sun-Proor House Paints. 


NAME 


ADDRESS 


Want more facts? Circle 127, p. 55 
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with CHROMALOX 
ELECTRIC HEAT 


plug-in thermwire 
bands, cable, tape 
sell fast at a profit! 


Fast heat, efficient heat—that’s what you 
give customers when you sell Chromalox 
electric bands, cables and tape for heating 
roofs, gutters, downspouts, pipes, valves 
and soil beds. 

Dependable Thermwire heating elements 
. stop ice and snow-freeze-ups all around the 
home and farm. They’re ideal for keeping 
flowers and vegetables from freezing — or 
for maturing them early. 

With Chromalox electric bands, cable 
and tape, there’s no costly, involved instal- 
lation either. Just plug into an outlet. That’s 
all. Stock and sell CHROMALOX for new 
“plus” business. 

WRITE FOR Bulletin M60100 on more 


profitable sales of easy-to-install thermwire 
or call on your Chromoalox Distributor. 


CHROMALOX 
Mad «=8ELECTRIC HEAT 


EDWIN L. WIEGAND COMPANY 
7598 THOMAS BOULEVARD © PITTSBURGH 8, PA. 
Want more fects? Circle 128, p. 55 
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Display panel can simplify sales 


and training in small hardware 


Eight foot home-made panel ends scramble of stock 


items in hinges and pulls, helps train new men. 


It may be easiest to sell small 
shelf hardware from _§ shipping 
boxes, but it can be a sure way to 
mix up stock and lose sales. 

“In the past, we kept shelf hard- 
ware in original boxes,” says Ron 
Neeley, Clairemont Square Hard- 
ware & Paint, San Diego, Calif. 
“But through constant handling, 
the contents of boxes got shifted 
around and many items got inter- 
mixed. 

“It was bad for looks, bad for 
sales, and hard on new employees.” 

Today, the store offers hundreds 
of hinge, pull, and other hardware 
items on an angle-mounted 8 ft 
long panel. Some 300 different 


units are shown for self-service 
comparisons. Time is gained be- 
cause boxes don’t have to be 
opened, examined, closed, and put 
back on shelves. 

“Now, a new salesman can be- 
come familiar with a host of items 
in a jiffy. When confused about a 
customer’s request for shelf hard- 
ware, he has only to show the cus- 
tomer our display board for instant 
identification. 


“Customers like the board too, 
for easy size and price comparisons. 
It’s a do-it-ourselves project that 
has really paid dividends,’ Mr. 
Neeley says. 
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Co-owner Neeley checks angle-mounted panel. 








THE NEXT 16 WORDS 
WILL CHANGE ALL YOUR OLD IDEAS 
ABOUT LAWN AND GARDEN HOSE PROMOTION: 


B.EGoodrich announces a 1962 program 


that features famous Koroseal hose with 


nylon reintorcement at popular prices: 


Look for our announcement in the September 21st 
Hardware issue of this magazine! 


B.EGoodrich 


a good name to grow with 














Want more facts? Circle 129, p. 55 
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IS THERE VALUE IN A NAME? 


We know there is! Your customers agree with us. Brand preference 
surveys* prove the pump most desired is Myers. That’s why so 
many leading pump dealers are selling Myers 


Myers has stood for quality and dependability for over ninety years. 
Known and trusted by your customers, the name Myers on a pump 
makes selling easier. More profitable too! 


Why Not Team-Up With Myers Now? 


Your customers know you... know Myers. It’s an unbeatable 
combination. Get full details on how you can become an Authorized 


Myers Pump Dealer. Write us today or call the dependable Myers 
Wholesaler nearest you. 


The F. E. Myers & Bro. Co. 


ASHLAND, OHIO KITCHENER, ONTARIO 


*Brand preference survey results available on request. 
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Book 


for a dealer's library 





“1962 Blue Book Motor Guide” 
predicts the sales year of 1961-62 
will be a big growth period for used 
boats and outboard motors. This 
trade-in guide gives dealers inter- 
ested in marine lines a firm footing 
where trades are concerned. The 
guide covers all motor manufactur- 
ers in U. S. for the past 11 years. 
It has special sections on outboard 
drive units, and the inboard engine 
makers who supply power plants. 
There’s also a section on trolling 
motors. Book will be published in 
two editions; one now, and a sec- 
ond in February, with updated in- 
formation at no extra charge. 
Available from Abos Publishing 
Co., Columbia, Mo. Pages: 216. 
Price: $3.45 (both editions). 


“The Squeeze-Out in Small Busi- 
ness Ownership” will interest deal- 
ers who are in, or thinking about, 
multi-ownership and management 
of their firms. This brochure shows 
how the optimism and goodwill that 
mark the beginning of many part- 
nerships can dissolve into squeeze 
plays, and for many reasons. How 
to foresee and forestall a squeeze 
play, the various techniques of 
“squeezing,” and how to protect 
your interests are major considera- 
tions in this folder. Available free 
from Small Business Administra- 
tion field offices, or headquarters, 
Washington 25, D. C. Specify Re- 
search Summary No. 7. 


“The Colt Gun Book’ will interest 
dealers who feature firearms in 
store and display windows. This 
book makes an interesting focal 
point for displays of old or new 
pieces. Though steeped in the his- 
torical background of Sam Colt, 
the Derringers, Oakleys, and Earps 
there’s plenty of product knowledge 
here for gun salesmen. Antique lore 
is skillfully blended with latest de- 
tails on new gun models, ammuni- 
tion, and various competitions. 
Available from Arco Publishing 
Co., 480 Lexington Ave., New York 
17. Pages; 144. Price: $2.50. 





WIN °C 1,001, 











Valuable Prizes 


%& RCA 21” COLOR TV SET 
3% WESTINGHOUSE STEREO Hi Fi SET 
% KODAK HOME MOVIE SET 


PLUS 998 Additional Prizes! 


We’re always thinking of ways to increase sales and profits for you on 
our DURO-PLASTIC products. Woodhill Chemical is giving away 1,001 
wonderful prizes to 1,001 lucky people whose letters are selected as 
the best in our “JUST TELL US HOW YOU LIKE DURO-PLASTIC 
PRODUCTS” contest. The contest will be advertised in LIFE, POPULAR 
MECHANICS, POPULAR SCIENCE, GOOD HOUSEKEEPING and FAMILY 
HANDYMAN magazines. We've made up a special contest kit for you, 
Mr. Dealer, and we hope you'll write for it now...or request one 
from your jobber. We'll even send you a FREE tube of any one of our 
items along with your request. There are duplicate prizes for dealers 
named by the first 25 winners! 











eVvebia 


. ; 
Prag 


Get the complete promotion : 
sory trom your favorite jobber! The WOODHILL Chemical Corporation 
might even win one of the du- 

plicate prizes! 


Want more facts? Circle 131, p. 55 





DOUBLE YOUR SALES... 
— your PROFIT 


“Display 


“\Wictor 


ea) MOUSE TRAPS 
in acs. 


> 
>< 4 0S ope. 


Victor Twin-Pac e . 
(also for Holdfast Traps) ; - 


There'll be no more “one-trap-at-a-time” sales 

when you display Victor mouse traps in pacs. 
**Dressed-up” to sell, these eye-appealing Victor 

pacs actually sell themselves when stacked on 

the counter or hung from a rack. All pacs are pre- 

priced, carry baiting and setting instructions. 

Victor mouse traps in pacs are a winning 

combination . .. top quality product, well-known 

Victor 4-Pac brand name, attractive package and a big 


(also for ’ 
Holdfast Traps) — margin! 


Order Victor mouse and rat traps 
from your wholesaler, today! 


ANIMAL TRAP COMPANY 
OF AMERICA 


Lititz, Pa. * Pascagoula, Miss. 
Niagara Falis, Ont. 


Victor 2-Pac 
falso for Holdfast Traps) 
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IT WEARS IN...NOT OUT! 


205 GRAPHITE is a dry lubricant that forms a protective, 

low friction film, penetrating even the smallest cracks. It wears in, 
not out, and is impervious to heat, cold or moisture. 

205 GRAPHITE . . . the lubricant with a thousand uses .. . is 
available in case lots of 1 and 5 pound packages, 25 pound 


drums and 50 pound bags. 
Prices and further information on request. 


THE UNITED STATES GRAPHITE COMPANY 


DIVISION OF THE WICKES CORPORATION ¢ SAGINAW 9, MICHIGAN 
Want more facts? Circle 133, p. 55 








Wood, metal, paint or varnish—just 
two papers, ‘‘Production’’ and 
‘‘Wetordry’”’ handle 99% 
of customers’ sanding 


Stock 
ANSWEL [0 sw: Sroinesee 

e quicker... turnover faster... 
sanding with no excessive inventory. 
questions : 


Customers like the better re- 
sults they get from profes- 
sional type paper, too. 
mg up. Ask your 3M 


| Miiewesora (ftnine ano A\fanuracrurine E> 








<S 
aes oN 


oe 
ae pA 
<por® 
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hot stuff! 


New Perfection Spacemaker Wall Heater is designed to make 
sales sizzle! Sealed combustion system prevents combustion 
products from entering room for perfect safety. Cuts fuel bills 
up to 30%. Simple installation (no chimney, no ductwork) cuts 
installation 90%. Ultra-thin styling saves space. Ideal for zone 
heating, add-on rooms, attics, basements, farm buildings. Write 
for hot news on this best seller! 





PERFECTI@QN 


DIVISION HUPP CORP., 1135 Ivanhoe Rd., Cleveland 10, Ohio BERS E@ED 
Manufacturers of famous Regulaire Furnaces, Air Conditioners, Heat 
Pumps, Portable Heaters—since 1888. 
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Novel display sells 


automotive supplies 


A Long Island, N. Y., dealer has 
found a way to heighten interest 
in automotive supplies and acces- 
sories. His idea is novel, simple, 
and could work for you. 

This ingenious dealer approached 
a Volkswagen dealer in his home 
town. He offered the car dealer 
aisplay space for one of his new 
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WHY ATLANTIC 
TUF-COAT* TAPES 
ARE BETTER BUYS 


models, the use of a sign and a 
free waxing job on the car. 

In exchange, the hardware dealer 
asked for the car to be on his 
display floor for one month, as a 
centerpiece for a wide assortment 
of automotive merchandise. 

The mutually profitable arrange- 
ment was settled over a handshake. 
The car was delivered, and the 
display was arranged overnight. 

The idea caused a mild sensation. 

Hardware customers who never 
thought of the store as _ head- 
quarters for automotive supplies, 


4] TRIPLE CHROME PLATED CASES WITH 

EXCLUSIVE TUF-COAT YELLOW TAPES outlast any 
white tape on the market 3 to 1. Black inch markings, 
red foot markings, 16” carpenter spacing. Self-adjust- 
ing hook for inside and outside measurements. 


*TUF-COAT — polyester film finish applied. 


2) “QUICK-DRAW” BELT 
CLIP FREE! These Atlantic Tuf- 


Coat tapes now come complete with belt 
clip cases at no extra charge. 


formed a new image. Most of them 
enjoyed examining the gleaming 
Volkswagen, to the point of be- 
coming sales prospects. 

Brisk sales developed in sponges, 
chamois, waxes and polishes, brush- Zoe sod 
es, car mirrors, rubber floor mats, — 5 INDIVIDUALLY CARDED 
and the like. These car - related . | ATLANTIC TAPES PLUS BELT 
products were pulled off of displays CLIP CASE are mounted on an attrac- 


from various places in the store. tive colorful card for easy display on 
Such items as aerosol lacquers, rack or counter. 


chrome cleaners, and blank car 





keys were included. ; 
| Al ADDITIONAL DISCOUNT. WITH EACH 
| DOZEN ORDER OF TUF-COAT TAPES AN ADDI- 


TIONAL DISCOUNT OF 25¢ AWAITS YOU. 
HARDWARE HUMOR 


Pam's 





5 LOW PRICES. These DY65W 
Atlantic Precision 6’ long, 14” wide 98 « 
Po 


tapes retail not for $1.49, not $1.19 — but 


OTHER ATLANTIC TUF-COAT TAPES 


6’ long, 14” wide TAPES, Retail $ .98 

. 8 long, 14” wide TAPES, Retail $1.19 
10’ long, 14” wide TAPES, Retail $1.39 
” wide TAPES, Retail $1.59 

10’ long, 34,” wide TAPES, Retail $2.19 
12’ long, 34,” wide TAPES, Retail $2.49 


ATLANTIC 


Tele eee d ey: one) -1-2e)-F- Gale). a i 





DYG105W 
DYG125W 


<4-rr>co Z- THz 


91-97 West Runyon St.,Newark,N.J. 


LOW IN PRICE Pawyy~ 
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Bigelow 3-5000 





"I told you it was extra fast drying.” 





WEAR-EVER “MAGIC-KOTE” FRY PAN 
No butter, oil, grease needed. 
8-Inch Size retail 


10%-Inch Size cecbe, a ete 
Free Wooden Spatula Included 


WEAR-EVER “MAGIC-KOTE” GRIDDLES 


Nothing sticks, rinse and wipe clean. 
1044x10%-Inch Square 


12\4-Inch Round 
Free Wooden Spatula Included 


Make money 
like magic 
with new Wear-Ever always has the quality 


women want in cookware. These new 


utensils, double-coated with Du Pont 
O Teflon, are no exception. So go with the 
| winner, go with Wear-Ever. 


Call your Wear-Ever representative to- 


Tefion-coated day; or write to: 


Wear-Ever Aluminum, Inc. 
New Kensington, Pa. 


cookware 


e Double-Coated Instead of Single-Coated Weal-€ver [? 


e Heavy-Duty, Non-warping Aluminum selightly higher in West WALUMinum 
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‘Save money—not 
stamps” slogan pays 

Furst Hardware & Paint Co. is 
firmly against trading stamps, and 
is proud of it. This Los Angeles, 
Calif., dealer makes the most of its 
position with a large sign, hung 
high for all to see. 

The sign “You save money—not 


stamps!” has met with much more 
agreement than argument. 

Many customers say, “Stamps 
cost money, I’d rather have lower 
cash prices.” 

Some few customers say, “I like 
stamps, I’ll go elsewhere.” But so 
few are the examples of this think- 
ing that this dealer knows he’s on 
the right track. 

Management at Furst’s has kept 
an ear open for both complimentary 
and adverse customer comments. 
Conclusion: You gain more custom- 
ers than you lose by offering mea- 
surable cash value in favor of 
stamps. 


Dealers’ maps show 
trade where to park 


Cunningham Hardware, Johnson 


City, N. Y., is luring customers 
back to the downtown area with an 
unusual type of handout: Maps of 
the city. 

The maps show exact locations 
of parking areas in the business 
district. Both municipal and pri- 
vate lots and areas are pinpointed. 

Shoppers are urged to keep the 
maps handy in the glove compart- 
ments of their cars, to save them 
time in finding space during peak 
shopping hours. 
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reels. ‘“Blu-Krome’ 


nied aaalelale lis] ae 


Now —<a silk-smooth, 


WAREHOUSES: Medford, Mass. 
Chicago, Ill. - 





’ NEW 


“BLU-KROME” ¢ 


FROM 
CAMPBELL 


Tiiticeltmalch am alaltiaieiodelaleasieki- miei ac. 


“Blu-Krome’’ finish prevents rust, resists corrosion and tar- 
nish, won't chip, peel, crack or flake. Available in Proof 
relate Mal >)s) sm @lel] ma Galella mela mam @telsit tell ae 


alelacMmelalliicmmelale mess 


alATKLAMel Kee Zelllele)(-mNlsmmn’ 7-1lel-temelale 


Welle l(-ttMaalellameltie)aici(-lilcMelsMa-t-1 Msi iamceliieltc Mm elilelel-i 


PS ifelatis MaCle PB 


Portland, Ore. - Seattle, Wash. - 








™ 





Get Complete Information from Your Campbell Wholesaler, or Write Direct 


CAMPBELL CHAIN COMPANY 


3 FACTORIES: York, Pa. e West Burlington, lowa e Union City, Calif. 





Dallas, Texas 


Los Angeles, Calif. 





pacts ee. 
. ) ai es, —-21 
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ANONYMOUS 








More truth than poetry, and na- 
tional retail sales records prove it. 
Not just this year, but every year. 
And it will continue to be so. Why? 
Because for 68 years, the UNION 
name has been a symbol of quality. 
More than this, UNION gives your 
customers exactly what they want 
... design and utility with a pur- 
pose—priced competitively with 
other lines. 

That’s why alert, profit-minded 
dealers stock the complete UNION 
line and get extra dollar volume, 
extra profits in return. Why not 


48414 TACKLE BOX 


7817 MECHANICS’ 
TOOL BOX P 


41011 CASH 
and BOND BOX 


JOBBERS! 
DEALERS! 
Write for 
Catalog 
and 


Prices 


MT-7 ® 
MACHINISTS’ CHEST 


<= —— = 
3 USN 


U A | 0 N i435 CHEST CORP. 
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Convention Calendar 





conventions 


shows 


conferences 








—— Convention Check List 


For complete details about the convention listed by dates below use 
the alphabetical listing following this quick check list. 


September 


13-14 Florida Hardware Co., Open 
House & Merchandise Show, 
Jacksonville, Fla. 

17-18 Bigelow & Dowse Co., Silver 
Anniversary Dealer Show, Need- 
ham Heights, Mass. 

17-18 Franklin Hardware & Supply 
Co., Annual Convention & Mer- 
chandise Fair, Warrington, Pa. 

19-20 North Dakota Retail Hardware 
Assn. Convention, Fargo, N. D. 

23-24 Conron, Inc., Dealer Show, Dan- 
ville, Ill. 

25 Franklin Hardware & Supply 
Co., Annual Stockholders’ Meet- 
ing, Warrington, Pa. 


October 
2-6 National Hardware Show, Chi- 


cago. 

9-11 Pacific 
Assn. 
Ariz. 

15-18 National Builders’ Hardware 
Convention, Miami Beach, Fla. 

20-22 Eastern Lawn, Garden & Allied 
Products Trade Show, New York, 
N. Y. 


Southwest 
Convention, 


Hardware 
Scottsdale, 











22-25 Atlantic City Convention of 
American Hardware Manufac- 
turers’ Assn.—National Whole- 
sale Hardware Assn.—National 
Assn. of Sheet Metal Distribu- 
tors. 

L. J. Kingsley Co., Inc., Dealer 
Show, Johnson City, N. Y. 
Hardware Wholesalers, _ Inc.., 
Annual Convention, Merchandise 
Show and Stockholders’ Meet- 
ing, Fort Wayne, Ind. 

30to Cotter & Co., Semi-Annual 

Nov. 10 Convention, Spring Goods & 
Fishing Tackle Show, Chicago. 

31 to M. S. Young & Co., Fall Hard- 

Nov. | ware Show & Pro Dealer Con- 
vention, Allentown, Pa. 


November 
2-4 Montana Hardware & Imple- 
ment Assn. Convention, Great 
Falls, Mont. 
18-20 Retail Paint & Wallpaper Dis- 
tributors of America, Inc., An- 


nual Convention & Trade Show, 
Detroit. 








National Events 


Atlantic City Convention of the 
American Hardware Manufactur- 
ers’ Assn. — National Wholesale 
Hardware Assn.—National Assn. of 
Sheet Metal Distributors, Oct. 
22-25, Atlantic City, N. J. Head- 
quarters: Dennis and Shelburne 
Hotels. Arthur L. Faubel, AHMA 
secretary, 342 Madison Ave., New 
York 17. Thomas A. Fernley, Jr., 
NWHA managing director, 1900 
Arch St., Philadelphia 3. 

National Builders’ Hardware Conven- 
tion, Oct. 15-18, Miami Beach, Fla. 
Headquarters at Fontainebleau Ho- 
tel. Sponsored by National Build- 
ers’ Hardware Assn., William S. 
Haswell, managing director, 515 
Madison Ave., New York, and 
American Society of Architectural 
Hardware Consultants, George P. 
Merrill, executive secretary, 220 
“E” St., Santa Rosa, Calif. 

National Hardware Show, Oct. 2-6, at 
McCormick Place, Chicago. Spon- 
sored by National Hardware Show, 
Inc., 331 Madison Ave., New York 
17, N. Y. Frank Yeager, managing 
director. 

Retail Paint & Wallpaper Distribu- 


tors of America, Inc. Annual con- 
vention and Trade Show, Nov. 18- 
20, at Cobo Hall, Detroit. 


Regional—State 


Bigelow & Dowse Co., Silver Anni- 
versary Dealer Show, Sept. 17-18, 
at company offices, Needham 
Heights, Mass. 

Conron, Inc., Dealer Show, Sept. 23- 
24, at company offices, 309 E. Van 
Buren St., Danville, Ill. 

Cotter & Co., Semi-Annual Conven- 
tion, Spring Goods & Fishing Tackle 
Show, Oct. 30 to Nov. 10, at com- 
pany offices, 2740 N. Clybourn Ave., 
Chicago. 

Eastern Lawn, Garden, & Allied 
Products Trade Show, Oct. 20-22, at 
Coliseum, New York, N. Y. Frank 
Yeager, Suite 1103, 331 Madison 
Ave., New York, N. Y. 

Florida Hardware Co., Open House & 
Merchandise Show, Sept. 13-14, at 
company offices, 436 Cassat Ave., 
Jacksonville, Fla. 

Franklin Hardware & Supply Co., 
Annual Convention & Merchandis- 
ing Fair, Sept. 17-18, at company 
offices, 863 Easton Rd., Warrington, 
Pa. Annual Stockholders’ Meeting 
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Majorjet 


THE 


HOME WATER SYSTEM 


-ELLS 
ITSELF! 
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Your customers want the very best... 


STOCK, DISPLAY AND SELL the new shallow well 
MAJORJET by Deming! It’s self-priming . . . tops in 
operating performance ... backed with 80 years of 
quality experience ... priced low. 


Look over the “‘Convincer List’’ of MAJORJET selling 
features. Then you see why the new MAJORJET self- 
priming home water system is unbeatable . . . why it 
keeps on selling for YOU when it’s on the job! 


Call your distributor . . . write for the facts ... or just 


fill in and mail the coupon. 
C co; 


"[DEMIN 


937 Broadway * Salem, Ohio 








| 
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Customer “Convincer List” 


. Easy to install. 

. Self-priming. 

. Stainless steel shaft—no corrosion, no scoring. 

. Impeller won't corrode, won't rust—it’s Fianite®. 

. Long life diffuser—it’s Fianite®, too. 

. No leakage around shaft—rotary seal. 

. Easy access to jet. 

. Capacities to 750 g.p.h., % and % h.p. 

. Complete package, ready for installation with 4, 12, or 42 gallon 





Deming tank for shallow well service. 


. Automatic start-stop. 














=— 


C) Send full information on NEW quality - bullt “Majorjet.’ 


NAME 





COMPANY 





ADDRESS 





ZONE____.STATE 
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Teenage-Priced Radio Phono Combination! 
Select-A-Lever Clock Radio! 
AM-FM Radio with Exclusive Station-Guard! 


Arvin Model 71P19—The double-value radio- 
phonograph combination, especially created for the 
mass teenage market! Powerful 5-tube AM radio 
with high performance phono. Charcoal and Light 


Gray. i ¢ . 9 95 





Arvin Model 91P38—Portable 4-speed Stereo, with exclusive 3-D” 
frequency separator for 3-dimensional sound! Twin 4” speakers play 
through hinges or detach to play 20’ apart. Large front facing 6” 
speaker. Cordovan and Fawn Beige. 


$9995 ora. 


ARVIN PHONOS ...A COMPLETE LINE FROM $19.95 TO $119.95 





Arvin Model 51R45—Clever Automatic Select- 

A-Lever action control function has “Slumber 

Switch,” push button “Repeat-A-Call,” 1100 $ ASS 
watt appliance outlet and luminous clock hands. 3 


5 tubes, with A.V.C., plus vernier drive tuning. RETAIL* 
Moonstone and Gray. Also available in Pink. 


ARVIN CLOCK RADIOS START AS LOW AS $19.95 
PERMANENT SHOW SPACES: 


501-2 Chicago Furniture Mart 612—New York, 1150 Broadway 


Arvin Sales Dept.—Columbus, Ind. 


*Slightly higher Far West 





Arvin Model 31R25—New AM-FM radio that 
gives twice the listening pleasure. The best in 
AM reception, through a quality superhetero- 
dyne circuit... best in FM reception, through 
exclusive Station Guard. This feature eliminates 
overlap, cross talk, interference, assures perfect 
FM! Moonstone and Slate Gray. Also available 
in Mint Green and off-White. 


eS 





RETAIL® 





B| 
RIS 


3 
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® Consumer Products Division 
ARVIN INDUSTRIES, INC., COLUMBUS, INDIANA 


ARVIN... The World’s Largest Specialists in the Manufacture of Quality Radios and Phonographs 
Want more facts? Circle 141, p. 55 
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AT LAST!... 


a sump that saves 
time and money 
...and sells! 


HYDRO-SUMP 





UNBREAKABLE 
FAST & EASY TO INSTALL 


PLASTIC REINFORCED 
WITH FIBRE GLASS 


at % 4 
meet 
a ; 


WEIGHS ONLY 9 LB 
22. HIGH, 181 DIA 


a 


COMES 
READY TO 
INSTALL 
AS SHOWN 
AT LEFT 
* 


ONE MAN 

DOES IT 
IN ABOUT 

30 MIN. 

ca 

LID KEEPS 
OUT VERMIN 
AND DIRT. 
INVERT AND 

DRILL IT 
FOR SURFACE 

DRAIN. 
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\¢ 
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No lugging heavy tile, or tile breakage 
losses with Hydro-Sump. It’s unbreak- 
able fibre-glass-reinforced plastic. Yet, 
one man can easily carry it, cut inlet 
and outlet holes with woodworking 
Saws, and install it in about 30 min- 
utes. Saves handling and storage costs, 
too—carton of six measures only 33” 
x 19” x 19” weighs only 50 pounds. 
Makes a modern, lifetime sump — 
rust and rot proof, easily cleaned, im- 
pervious to acids and alkalis of soil 
and cement — a “sell” feature for any 
home — a cost-cutting improvement. 


Write us for complete specifications and prices. 


THE PLASTEX CO. 
Plastic Pipe and Plastics Since 1939 
3232 CLEVELAND AVENUE 


COLUMBUS 24, OHIO 
Want more facts? Circle 142, p. 55 


Convention Calendar 


(Continued) 





will be held Sept. 25, at the War- 
rington Country Club, Warrington, 
Pa. 

Hardware Wholesalers, Inc., Annual 
Convention, Merchandise Show and 
Stockholders’ Meeting, Oct. 29-31, 
at company offices, Nelson Rd., Fort 
Wayne, Ind. 

L. J. Kingsley Co., Inc., Binghamton, 





N. Y., Dealer Show, Oct. 29-30, at | 
Endicott Johnson Recreation Bldg., | 


Main St., Johnson City, N. Y. 


Montana Hardware & Implement | 
Assn. Convention, Nov. 2-4. Hotel | 


Headquarters and Sessions at Rain- 
bow Hotel, Great Falls, Mont. Nor- 
man O. Blevins, Box 1152, Helena, 
Mont. 

North Dakota Retail Hardware Assn. 
Convention, Sept. 19-20, Fargo, 
N. D. Sessions & Exhibits at New 
Civic Memorial Auditorium. John 
Haukedahl, 54% Broadway, Fargo, 
N. D. 

Pacific Southwest 
Convention, Oct. 9-11. Hotel Head- 
quarters and Sessions at Valley Ho 
Hotel, Scottsdale, Ariz. Otto H. 
Grigg, 1519 S. Garfield Ave., Los 
Angeles 22, Calif. 

M. S. Young & Co., Fall Hardware 
Show & Pro Dealer Convention, 
Oct. 31 to Nov. 1, at company 
offices, 740 Hamilton St., Allentown, 
Pa. 


To sell more locks: 
Try 2-for promotion 


| 
| 


| 
i 
| 
' 
| 
' 
' 
| 
' 


Hardware Assn. | 





A Bangor, Me., dealer recently | 
tried a new method to move larger | 
quantities of a special purchase of | 


padlocks. 


It worked so well that | 


he may try it in other lines of | 


merchandise. 


The locks were good, and nor- | 


mally would have been priced on 
sale at about $1.49 each. The 
dealer got to thinking that most 
homes that needed one padlock 
could use a second. 

He thought of yard gates, tool 
sheds, bicycles, storage chests and 
the like. And he thought of the 
many uses around apartment 
houses and small businesses. 

Accordingly, a test price of two 
locks for $2.79 was promoted. 

Result? Easily three times the 
volume that would have been nor- 
mal for padlocks at a special price 
in a sale handbill. This is an ex- 
ample of how a slightly lower 
margin of profit can double or 
triple turnover, if the promotion 
is right and well timed. 





McGILL 
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TRADE 
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y= MOUSE TRAPS 


PRE=< ¢ 
BAITED. 


.. - FEATURING A FLAVORED 
PLASTIC TRIGGER WITH 
AROMATIC “LOCKED-IN" 

BAIT SCENTS 


New pre-baited trigger offers special 
laboratory-tested lure scent XS-127 
that works like magic in attracting 
mice ... scent will last indefinitely. 
Special jaw-type trigger will also hold 
additional bait if desired. Traps fea- 
ture easy-set, four-way action. 
Packed in convenient, self-service 2- 
PAC with large eye-catching capper 

. Stops traffic . . . builds sales. 
Your customers know about and want 
“BEST” Mouse Traps... now’s the 
time to order your Supply. 


METAL PRODUCTS 
McGILL “comeany 
MARENGO, ILLINOIS 
Want more facts? Circle 143, p. 55 
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How’s the Hardware Business? 





New quarterly survey by government 
shows trends in builders’ hardware 


A new service that will show a 
trend quarterly in the builders’ 
hardware and other home im- 
provement materials markets has 
been started by the Department 
of Commerce. 

The service is a survey showing 
what amounts homeowners spend 
for additions and alterations, 
maintenance and repairs, and re- 
placements on their homes. Previ- 
ous government reports have 
given only annual figures on the 
home improvement market. (HA 
June 1 issue, p. 111.) 

First quarterly report issued 
shows that homeowners. spent 
about $2.3 billion during the first 
quarter of 1961 for upkeep and 
improvements on their homes. 
This is about the same as was 
spent during the first quarter of 
1960. 

Expenditures included about $1 
billion for additions and altera- 
tions, $989 million for mainte- 
nance and repairs, $318 million 


for replacements. 

Homeowners leaned heaviest on 
interior alterations, painting, 
heating and plumbing, and addi- 
tions to homes. Most of the spend- 
ing on these projects was done by 
owners of single dwelling units. 
They spent an average of $44 on 
their homes during the first quar- 
ter. 

About 30 percent of the amount 
spent by homeowners for upkeep 
and improvements was for mate- 
rials on do-it-yourself projects. 
This is about even with a year 
ago. About 7 percent of the mate- 
rials used in contracted jobs were 
also purchased by the homeown- 
ers, a slight increase from last 
year. 

Renters contributed $67 million 
to the market, directing nearly 70 
percent of their expenses to main- 
tenance and repairs. On the aver- 
age, renters spent $3 each in the 
first quarter. 

Compared to new construction 


Here’s how homeowners spent on upkeep and improvement 
of their homes during first quarter 1961 


SOURCE: U. S. Dept. of Commerce. 








Type of work 


Value in Percent of 
millions tal 
of dollars expenditures 





Maintenance and Repairs, total 
Painting 


Heating and Central Air Conditioning 


Replacements, total 


Heating and Plumbing... ccccosceseces 





$2,322 100% 
1,015 dy 
221 : 


643 
151 


yO 


989 


405 
74 
139 
81 
45 
233 
12 


318 


24 
73 
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expenditures for housing during 
the first quarter, for every $10 
spent on new home building, $7 
was spent on upkeep and improve- 
ment of already existing homes. A 
year ago this ratio was $6 on up- 
keep for every $10 on new dwell- 
ings. 

The accompanying chart gives 
a breakdown of expenditures on 
all properties by owners and rent- 
ers during the first quarter of 
1961. 


GNP rises $15 billion 
during second quarter 


Gross national product was at 
an annual rate of $516 billion at 
the end of the second quarter, a 
rise of $15 billion from the pre- 
ceding quarter, according to the 
Dept. of Commerce. This is the 
fastest recovery experienced in 
any of the postwar recessions. 

Most important single factor in 
the shift was a sharp rise in pro- 
duction and sales of autos. This 
factor accounted for nearly half 
of the total rise in GNP, and made 
large contribution to the shift 
from inventory liquidation to ac- 
cumulation. Inventories shifted 
from a liquidation rate of $4 bil- 
lion in the first quarter to an ac- 
cumulation rate of $2.8 billion. 

Personal consumption expendi- 
tures rose with income expansion 
from $330.7 billion to $336.1 bil- 
lion. Expenditures for durables 
rebounded by $3 billion, but was 
still $1 billion off the pace of the 
second quarter of 1960. Expendi- 
tures for nondurables and serv- 
ices also rose. 

Government spending also 
played a key role in the rise, with 
purchases rising from $105 bil- 
lion to $107 billion. New con- 
struction and investment in dura- 
ble equipment also showed gains. 


Industrial distributors’ 
sales down 2.5% in July 


Industrial distributors’ sales in 
July were down 2.5 percent from 
a year ago, reports the National 
Industrial Distributors’ Assn. 

Accounts receivable as of July 31 
were down 0.5 percent compared to 
the same date a year ago. 

Inventories were off 8.9 percent. 





16th ANNUAL 


iil ae reg NATIONAL HARDWARE 
SHOW 


including the LAWN, GARDEN 
& OUTDOOR LIVING DIVISION 


NcCORMICK PLACE e CHICAGO 
OCTOBER 2 tneu G6, 1961 
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ALACRA SAL IS 
- reebe ‘ pasa 


McCORMICK PLACE—Chicago’s spectacular 
new $34,000,000 lakefront exposition center. 


ae — 
maaan — . 
—_ 
. ———————— 
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Learn WHAT’S NEW FOR ’62 and plan your profits while you do at the largest, 
most complete, most diversified trade show in America. Talk to more than 

1,000 manufacturers of hardware, housewares and allied items... lawn, garden 
and outdoor living products. Take advantage of your only opportunity to see the 
entire market at one time in one place. Find out how you can cash in on new 
products and services ... packaging and design ... promotions and prices... 
policies and campaigns ... merchandising plans and selling techniques. Fill out 
and mail the coupon now for your free badge of admission. 


MAIL THE COUPON TODAY FOR THE TRADE ONLY 


FOR YOUR FREE ADMISSION BADGE A- 
NAME TITLE 


ETE = SaRoR 
HARDWARE ix - 


Suite 1103, 331 Madison Ave., New York 17, N.Y. 
Please check below if you wish vs to make hotel reservations for you. 
(Please Print) 

















SHOW TYPE OF BUSINESS 


Please check below the classification of your business. 
[|] Wholesaler |] Retailer |] Dept. & Chain Store Buyer 
331 MADISON AVE., NEW YORK 17, N.Y. 
Murray Hill 2-4802 


|_|] Importer-Exporter [_] Mfgrs' Agent [_] Manufacturer [|| Other 
|_] Please send us your hotel reservation blank. 


Benois under 18 yrs. of age will not be admitted under any circumstances. | 
ee ee 


Want more facts? Circle 144, p. 55 
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Personal income total 
up $4.5 billion in July 


Personal incomes in July were 
at an annual rate of $422 billion, 
according to the Dept. of Com- 
merce. That’s $4.5 billion higher 
than June’s total, and $17 billion 
higher than a year ago. 

The rise was in wages and sal- 
aries, which rose from $280.7 bil- 
lion in June to $282.5 billion in 
July. Government life insurance 
dividend payments to veterans 
were $2.6 billion, accounting for 
nearly all of the remainder of the 
income rise. Farm income was off 
slightly, dropping from $13 bil- 
lion in June to $12.9 billion in 
July. 

The government final figures on 
incomes for 1960 show incomes to- 
taled $400 billion, $19 billion or 
® percent, higher than in 1959. 

Record highs were established 
in every state in 1960. Largest 
gains were in South Dakota, 23 
percent; North Dakota and 
Alaska, 13 percent each; Hawaii, 
12 percent; Arizona, 11 percent. 
California was the only one of the 
larger industrial states to show 
a gain greater than the national 
average. California incomes in- 
creased by 6 percent. 


Manufacturers expand, 
move to new facilities 


DAP, Inc., Dayton, Ohio — has 
opened a new plant in Los Angeles, 
bringing the total number in oper- 
ation to 10. 

Bassick Co., a division of Stew- 
art- Warner Corp., Bridgeport, 
Conn.—has purchased two factory 
buildings adjacent to their South 
Plant in Bridgeport. The proper- 
ties were owned by Aluminum 
Corp. of America. 

Fuller Tool Co., New York City 
—has moved to a new 60,000 sq ft 
plant located at 152-35 10th Ave., 
Whitestone, N. Y. Cost of the 
new facility is estimated at $500.- 
000. 

Washington Steel Products, Inc.., 
Tacoma, Wash.—has opened a new 
warehouse at Canton, Ohio. 

Motor Wheel Corp., Lagrange, 
Ind.—recently opened its 128,000 
sq ft Consumer Products Div. 
plant at Lagrange. The plant will 
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produce space heaters and air con- 
ditioners for the mobile home in- 
dustry. 

Chicago Specialty Mfg. Co., Sko- 
kie, Ill—recently broke ground for 
a modern, 60,000 sq ft plant and 
office building. 

Kenner Products Co., Cincinnati, 
Ohio—opened a 2000 sq ft show- 
room at 1418 200 Fifth Ave., New 
York City. 

Crescent Plastics, Inc., Evans- 
ville, Ind.—has completed a 29,000 
sq ft plant expansion that brings 
total factory-office space to 125,000 
sq ft. 

Star-A Electric Mfg. Co., Brook- 
lyn, N. Y.—has moved to a larger 
office and plant at 41 Varick Ave., 
Brooklyn. 


‘Belknap has new pattern 
of stainless dinnerware 


Belknap Hardware & Mfg. Co., 
Louisville, Ky., wholesaler, is intro- 
ducing a new pattern of stainless 
dinnerware to help dealers build 
store traffic with housewives and 
gift shoppers. 

The new pattern is being manu- 
factured under Belknap’s Blue 
Grass brand name. 

Dealers can offer customers the 
stainless steel dinnerware in a gift 
boxed 24-piece set, or in individual 


pout 


dle table knives. Other pieces in- 
clude a dinner fork, teaspoon, 
dessert spoon, serving spoon and 
iced tea spoon. Prices of individual 
pieces range from 49¢ to $1.49 
each. The 24-piece set retails at 
$15.95. 


fain 


pieces sold from an open-stock dis- 
penser. All pieces in the Blue Grass 
brand are made of heavy-gauge, 
polished stainless steel, fully guar- 
anteed. 

The pattern features hollow han- 


Gamble-Skogmo catalog 
features no money down 


Gamble - Skogmo, Inc., Minne- 
apolis, is following the no money 
down credit policy trend in its 
272-page Fall & Winter Mail Order 
Catalog. 

The catalog will be distributed 
to about 750,000 customers in 22 
states. 

The book is the company’s larg- 
est so far. It has more than 6,000 
items with 20 percent more color 
pages than in the previous catalog. 
Prices on some major items range 
from 3 to 10 percent less than 
last year. 

A kitchen planning service is 
also available as well as free esti- 
mates for heating installations. 

Softlines, jewelry, musical in- 
struments, sporting goods and 
camera lines have been expanded. 
Gamble’s is also offering a free 
mail order camera catalog. 


Housing starts in July 
up 6% from a year ago 


Housing starts totaled 125,900 
units in July, compared to 118,300 
units in July 1960, reports the 
Dept. of Commerce. This repre- 
sents an increase of 6 percent. 

Private nonfarm housing starts 
totaled 123,800 units compared to 
July 1960’s total of 116,600 units. 
On an annual rate basis, private 
nonfarm starts were at 1,296,000 
units, 7 percent better than the 
July 1960 rate of 1,209,000 units. 


Fishing film available 

“Fishing in Old Virginia,” a film 
for showing to youth groups, 
sports clubs and fraternal organi- 
zations, is available for dealers’ 
use. The film runs 15 minutes, is 
in full color, and features stream 
bass fishing. Specify film title in 
request to Fred Arbogast Co., 313 
W. North St., Akron 5, Ohio. 


Business failures rise 


Business failures rose to 366 in 
the week ended Aug. 17 from 343 
the preceding week, reports Dun & 
Bradstreet. Failures in the compa- 
rable week a year ago totaled 279. 





Manufacturers name new 
distributors for lines 


Prizer-Ware Div., Textile Ma- 
chine Works, Reading, Pa.—Wesco 
Merchandise Co., Los Angeles; 
Western Metal Supply Co., San 
Diego; Western Wholesale Hard- 
ware, San Francisco; Clarke 
Wheeler Co., Sacramento; Park 
City Distributors, St. Petersburg; 
Irving Wender & Co., Atlanta; D & 
H Distributing Co., Baltimore; H. 
Schultz & Sons, Newark, N. J.; 
Morris Rosenbloom & Co., Roches- 
ter, N. Y.; Lucas Distributing, 
Syracuse, N. Y.; American Hard- 
ware Equipment & Supply, Char- 
lotte, N. C.; Supplee-Biddle-Steltz, 
Philadelphia; Alexanders, Green- 
ville, S. C.; Federal Wholesalers, 
Washington, D. C.; Pelzman-Grob 
Co., Washington, D. C.; M. Block 
& Co., Chicago; Belknap Hardware 
& Mfg. Co., Louisville, Ky.; Ogil- 
vie Hardware Co., Shreveport, La.; 
Salkin & Linoff, Inc., Minneapolis; 
Leff Electric, Cleveland; Henke & 
Pillot, Houston; Higgenbotham- 
Pearlstone Co., Dallas; Huey & 
Philp Co., Dallas; Texas Western 
Wholesale, Waco, Tex.; Walter 
Tips Co., Austin; A. J. Brielmaier 
Supply, Milwaukee. 

Sylvania Electric Products, Inc., 
New York City—Northwest Elec- 
tronics Corp., Minneapolis, Minn. 

Wright Saw Div., Thomas Indus- 
tries, Inc., Louisville—Farm and 
[Industrial Equipment Co., Monroe, 
La. 

Toro Mfg. Corp., Minneapolis— 
Cowan Supply Co., Atlanta, Ga., 
through merger with Toro & Turf 
Supply Co., Atlanta. 


Aerosol film available 


The Magic Button, a 16 mm 
sound motion picture about aero- 


sols is available on loan for show- © 


ing to business and industry as- 
sociations, and civic and social 
groups. Running seven minutes, 
the film shows a variety of house- 
hold push-button aerosol items. 
Color.or black-and-white print can 
be obtained by writing Aerosol 
Film, Chemical Specialties Mfrs. 
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No idle machine time here. 
Time from file to reading head— 


Oe wectred 1 


ViSirecord’s split-second record location has gained inter- 
national recognition as “the world’s fastest record-keeping 
system.” 

ViSirecord speed and convenience, minimizes floor space 
requirements, operator fatigue — and increases productivity 
and accuracy. 

ViSlrecord speed eliminates costly idle machine time on 
automated applications, and complements machine effi- 
ciency — the programmed edge-punched card input easily 
keeps pace with the most modern machines. 

ViSirecord’s split-second refiling, accomplished during 
machine’s operating cycle, eliminates idle machine time. 

Your ViSirecord Systems Specialist is ready and able to 
provide proof of related accomplishments achieved by thou- 
sands of satisfied customers. 

Meanwhile write for Case Histories and list of satisfied 
companies in your industry. 


*Observation of experienced operators by 
Genera! Electric Co. Receiving Tube Dept. 


ViSlrecord, inc. 


375 PARK AVENUE, NEW YORK 22, N. Y. 


© 1961 VISIrecord, ine. 


Assn., 50 E. 4i1st., St., New York | Be 
16, N. Y. Systems Specialists in Principal Cities 
Want more facts? Circle 145, p. 55 
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Stock these 
IRON CITY TOOLS 


for 75% of your heavy 


hand tool requirements 


Here are the Iron City Tools -with 
the fastest turnover. Three of every 
4 calls for heavy hand tools are for 
one or more of these items. You 
can stock the weights listed with 
confidence — they'll move. 


No. 325-H 
DOUBLE-FACE 
SLEDGE 


4, 6, 8, 10, 12 LB. 
most popular 


No. 63-E 
EXTRA QUALITY 
WRECKING BAR 


a” No. 63 
CARPENTERS’ 
WRECKING BAR 
2”, 1s”, 24”. 30”. 
36” Length 


No. 75 
PINCH POINT 
CROWBAR 


18, 22 LB. 


No. 74 
WEDGE POINT 
CROWBAR 


No. 2% 
CLAY PICK 
5 6,7, 8 LB. 


j No. 280 
, CONTRACTORS' 
No. 430 PICK 


NEVADA {love P ttern) ARE ta 
ong retrern 
STRIKING HAMMER ower 


8 LB. 3, 4, 5 LB. 


IRON CITY TOOL WORKS, Inc. 


P. O. BOX 791 ° WARREN, OHIO 
Want more facts? Circle 146, p. 55 
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Promotions 








Manufacturers’ New Promotion Plans 


Pioneer Rubber promotes 
household glove lines 


Dealers and consumers will bene- 
fit from a promotion of Bluettes, 
Ebonettes, Super Ebonettes, and 
Nimble Fingers beauty or painters’ 
gloves by Pioneer Rubber Co., Wil- 
lard, Ohio. 

Promotion features billboard- 
style packages and counter dis- 
play cartons with 6-12 pairs of 
gloves. Ads promoting the offers 
will appear in Life and Ladies’ 
Home Journal. 

Dealers will get an extra 9.3 
percent profit per dozen pairs of 
gloves, plus one pair free with 
each 11-pair order. 

Consumer bonuses include a 
premium offer of 89¢ savings on 
men’s liquidproof gauntlet work 
gloves with purchase of Bluettes; 
Ebonettes provides a 10¢ discount 
off the regular 79¢ price. 


Ads will back Stanley’s 
Tool-Of-The-Month plan 


Full page ads in Saturday 
Evening Post, Popular Mechanics 
and Popular Science magazines will 
support a Tool-Of-The-Month pro- 
motion by Stanley Tools, division 
of the Stanley Works, New Britain, 
Conn. 

Surform tools will be promoted 
in September, Life Guard yellow 
rules in October, and Steelmaster 
hammers and tools for holiday 
gift-giving in November. 

Broadsides and window stream- 
ers will be sent to dealers to tie 
in with consumer advertising. 


Ideal Toy will spot ads 
on TV in major markets 

Ideal Toy will have its heaviest 
network TV coverage this fall by 
sponsoring Mighty Mouse Play- 
house in 187 markets, the Bull- 
winkle Show in 125 markets, and 


Maverick in 177 markets. Ideal 
will also sponsor 150 local pro- 
grams. 

Commercials will feature Robot 
Commando, Mr. Machine game, Big 
Bopper games, dolls and hobby kits. 


Speco offering ad mats 
on ice-melting compound 


Dealers can get a free advertis- 
ing mat and cut sheet, Form No. 
L-3311R, for Ice Rem Super ice 
and snow melting compound from 
Speco, Inc., Cleveland, Ohio. Mats 
include both halftone and line ads 
in one and two column sizes. 
Product illustrations for use in 
catalogs or ads are also available. 


2 eastern manufacturers 
use “Buy American” theme 


In an effort to meet competition 
of imports on the American market, 
Acme Shear Co., Bridgeport, Conn., 
and Great Neck Saw Mfrs. Corp., 
Mineola, N. Y., have programs 
promoting the “Buy American”’ 
theme. 

Acme’s program has been taken 
to dealers through a_ broadside 
mailed to about 150,000 dealers 
in the United States. Dealers are 
offered special promotion packages 
of kitchen, garden and general 
purpose shears to sell at prices 
which compete with import items. 

Great Neck has a similar plan 
with tools. Dealers are offered 
assortments which will retail at 
99¢. These include saws, hex key 
sets, socket sets, driver sets, C- 
clamps, hammer sets, ball pein 
sets. Dealers get full markup. The 
program is called “American Tools 
made by skilled American Crafts- 
men at one low price—99¢.”’ 

Great Neck is backing the offer 
with ad mats of the items for local 
advertising and with other aids. 





B 
only Arwen 


offers portable heaters 
WITH EXCLUSIVE 


TOUCH-N-OFF* 


Arvin Model 31H12 


$2795" 



































New Touch-N-Off Safety 
Control shuts off heater in- 
stantly when front facing Va: Berg 
probe is disturbed in any be 5 Ag 
way... by baby, drapes or a 
tipping over of heater. *Pat. Pend, 


the Baby-Safest heaters ever built! 


Step up sales with “Baby Safe” Arvin portable 
electric heaters ... the safest ever designed! 
Arvin model 31H12 above delivers two instant 
heats—1320 or 1650 watts. Automatic thermostat 
turns heater on and off to maintain temperature 
selected. Slim modern styling and handsome 
Beige finish. 


WILL GET YOU 
ARVIN PORTABLE 
HEATERS! 


Here’s Arvin's “Lucky yer: 
Buy 6 Portable Heaters... 
1 31H13 ' 
1 31H12 
2 31H10's 
2 Dealer's Choice 


j = =: metres eStEE estos ; 
Get...110H07 FREE! ~ a 23a CASH IN ON THIS 
Arvin Model 10H07 | — = 


Instant Ribbon Heater . 


ee bi: MONEY MAKER! 
. order 6 heaters! 2 oe 


om 
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erg 7 National’s Stop-Air Door Bottom 
and LOWEST PRICES EVER IN "61 Increase your profits with National’s automatic door bottom 


that eliminates drafts, loss of heat, and reduces dust and noise. 
It’s easy to install and budget-priced. Stop-Air automatically 
raises when the door opens, drops snugly to the floor when 
the door closes. 

A working demonstration model is yours free with your 
first order. 


Arvin Model 31H13 Arvin Model 31H10 ° ° / 
3 Instant Heats Plus Touch- Instant Heat with Automatic Mail this today: 
N-Off $34.95 Thermostat .. $19.95 


Sikes: em ee 


. REESE METAL WEATHER STRIP CO. 
Subsidiary of National Metal Products Co. 


712 Park Ave., Minneapolis 15, Minn. 


Arvin offers lowest prices ever in 61, plus 
a short, profitable, fast moving line. Every 
model priced to sell, with specific appeal 
’ ——~ . for a definite market... all with advanced 
at these Permanent Baby photograph by Constance Bannister 


Show Spaces: =| 9 
501-2—Chicago Furniture Mart eat 
612—New York 1150 Broadway ASS) 


Arvin Sales Department %..| * aa) 
—Columbus, Indiana rewvinr 


[] Send me details about National’s Stop-Air Automatic 
Door Bottom. 


[] Send me information about an initial order and my free 


working model of National’s Stop-Air Automatic Door 
Bottom. 





© Consumer Products Division 
Arvin Industries, Inc. - Columbus, Indiana 


EXCLUSIVELY FROM THE WORLD'S LARGEST 
SPECIALIST IN PORTABLE ELECTRIC HEATERS 


Name. 


ddress 
Want more facts? Circle 147, p. 55 A Address 








City_ 
Want more facts? Circle 148, p. 55 > 
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News About Dealers: Do-It-Yourself Store 
Opens On West Coast; Eastern Chain Expands 





Toppenish, Wash.—Mr. and 
Mrs. Harold Burkholder 
opened a new hardware 
store here last month. The 
store is affiliated with Coast 
to Coast Stores, and will 
cater strongly to the do-it- 
yourself market. The Burk- 
holders operated a hardware 
store in Centralia. 


Amesbury, Mass.—W. E. 
Aubuchon Co., Fitchburg, 
Mass., plans to purchase the 
Woolworth building in Ames- 
bury and convert it to a 
hardware store. Aubuchon 
Co. operates 60 hardware 
and plumbing supply stores 
in Massachusetts, New Hamp- 
shire, and Vermont. 


Detroit—William Casman 
and Edward Burke have pur- 
chased Fox Furniture & 
Hardware Co. The owners 


plan to add new departments. 
Both Mr. Casman and Mr. 
Burke have been with the 
firm prior to ownership. 


Charleston, S. C. — Carl 
Simpson has purchased the 
Boyle Hardware & Gift 
Center. Mr. Simpson operated 
Simpson Hardware in Cam- 
den, S. C. 


Park Ridge, N. J. — Bill 
Phail recently had a grand 
opening of his Park Ridge 
Hardware store. The store 
occupies the old Park Ridge 
Library building which has 
been rebuilt and modernized. 


Augusta, Ga.—Charles W. 
Bowen III, has been named 
manager of the Bowen Bros. 
Hardware Store in North 
Augusta Plaza shopping 
center. 





EDWARD J. FIESER 


Fieser Named Androck 
General Sales Manager 


Edward J. Fieser has been 
named general sales man- 
ager for Androck products, 
the Washburn Co., Worces- 
ter, Mass. 

Mr. Fieser’s newly-created 
position coordinates activi- 
ties of the firm’s three 
plants. Excepting Army 


service, Mr. Fieser has been 
with Washburn since 1939. 
He has been sales manager 
of the Rockford district since 
1956. 


Skillman Reopens 


Skillman Hardware Manu- 
facturing Co. reorganization 
is completed, Emanuel 
Fields, president, announced. 
The company has resumed 
full production at its Tren- 
ton, N. J., plant on its line 
of contract, residential, re- 
placement, and commercial 
hardware. 


Eagle Rule Purchases 


Eagle Rule Mfg. Co., New 
York City, has purchased 
the utility knife division of 
Darmon Tool & Mfg. Co., 
also of New York. The knife 
line will be sold by Eagle 
along with its folding rules 
and carpenters’ tools. 


82 © HARDWARE ACE, September 7, 1961 


FRED J. HAGY 


F. J. Hagy to Direct 
McDonald Co. Sales 


Fred J. Hagy has been ap- 
pointed general manager of 
sales as well as manager of 
branch houses of A. Y. Mce- 
Donald Mfg. Co., Dubuque. 
He joined the company in 
1935 as manager of the 
Waterloo, Iowa, branch. He 
was made merchandising 
manager in 1959 and branch 
operations manager in 1960. 


A. W. Sellers Named 
Hampden Sales Manager 


Arthur W. Sellers has been 
named sales manager of 


Hampden Specialty Products 
Corp., Easthampton, Mass. 

Mr. Sellers was vice-pres- 
ident-sales for Colorite Plas- 
tics Inc. He heads sales for 
Hampden’s three major 
divisions from headquarters 
at New York City. 


Atlantic Hardware 
Expands Operations 


Atlantic Hardware & Sup- 
ply Co., New York whole- 
saler, has expanded its op- 
erations. 

The expansion includes 
taking over retail accounts, 
some of the inventory, and 
the salesmen of Phoenix 
Hardware Co., Newark, 
N. J., wholesaler. 

Atlantic Hardware now 
has 16 salesmen covering 
eight states from Massa- 
chiusetts to Virginia. 

Phoenix Hardware decided 
to go out of the shelf hard- 
ware, tool and fastener busi- 
ness. J. J. Sable, president, 
explained the company will 
specialize as a discount 
wholesaler of full packaged 
goods, covering the country 
by mail and telephone. 





Record Show Shaping Up: More Than 40,000 
Will View Hardware At Chicago, Oct. 2-6 


“The 16th annual National 
Hardware Show will be a 
dazzler,” says Managing Di- 
rector Frank M. Yeager. 

“There will be nearly 
seven acres of floor space 
holding displays of more 
than 1000 manufacturers at 
Chicago’s spectacular Mc- 
Cormick Place. More than 
40,000 buyers from every 
state and 40 foreign coun- 
tries will be on hand,” Mr. 
Yeager says. 

“This exhibit will be the 
largest, most complete, and 
most diversified trade show 
in America. We will have 
more than 300 manufactur- 
ers of lawn and garden mer- 
chandise in the separate part 
of the hall, the most com- 
plete and most varied out- 


door goods’ 
presented.” 

An added attraction to the 
show this year will be the 
first annual Hardware Pack- 
aging Exposition, to be held 
in a special section of the 
hall. 

Winning package designs, 
based on technical, functional, 
and merchandising aspects, 
will be announced during the 
show by the Hardware Pack- 
aging Committee of the 
Packaging Institute. 

A complete show section 
will be published in the Sept. 
21 issue of HARDWARE AGE. 
It will offer a full directory 
of exhibitors, floor plan, spe- 
cial events, bus schedules and 
guidance on making the show 
more profitable. 


showing ever 
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Stanley Works Appoints 
Hoyt Pease to New Post 

The Stanley Works has es- 
tablished a new post, vice- 


president, manufacturing, to 
guide and assist corporate 


HCYT C. PEASE 


and divisional management 
in development of manufac- 
turing programs. Hoyt C. 
Pease has been appointed to 
the new post. 

Howard L. Richardson, 
president, explained that the 
new post was created to pro- 
vide advice, counsel and 
services to operating divi- 
sions concerning their long- 
range manufacturing plans 
and improvements of current 
manufacturing operations. 
Mr. Pease will administer 
manufacturing work which 
can be provided most eco- 
nomically on a consolidated 
basis. 

Mr. Pease has 27 years of 
service with The Stanley 
Works, and has been a vice- 
president since 1951 and a 
director since 1956. 





Yale & Towne Trains Builders’ Hardwaremen 


Sixteen carefully selected hardware specialists from Maine to Cali- 
fornia recently graduated from the annual two-week Builders’ Hard- 
ware Training Course sponsored by Yale & Towne Mfg. Co. These 


students studied at Suffern, N. Y. 


general sales manager, directed 


James D. Young, Yale & Towne's 
the school, assisted by John R. 


Schoemer, past managing director, National Builders’ Hardware 
Assn.; William C. Hettling, assistant general sales manager; and 
Thomas A. Morris, manager of contract hardware sales, both of 


Yale lock and hardware division. 





Rex Burgdorfer Named 
To Bissell Sales Post 


Rex Burgdorfer has been 
appointed sales manager of 
the housewares div., Bissell, 
Inc., Grand Rapids, Mich. 
Mr. Burgdorfer was assist- 
ant housewares manager of 
the eastern region. He has 
been with Bissell since 1937. 


REX BURGDORFER 


New England Wholesaler Plans For Future 


With More Lines, Services For Retailers 


Expansion of lines and 
services are advantages for 
dealers planned by Decatur 
& Hopkins Co. in taking over 
Bigelow and Dowse Co. (see 
HA, Aug. 10, p. 96). 

This New England whole- 





All-Luminum Appoints 
Bernard Sales Manager 


Lou Bernard has been 
named general sales man- 
ager of All-Luminum Prod- 


LOU BERNARD 


ucts, Inc., Philadelphia. He 
had been general sales man- 
ager of Hamilton-Skotch 
Corp., and before that was 
vice-president of sales with 
Broil King. Mr. Bernard will 
direct national sales, adver- 
tising, sales promotion and 
public relations. 


Simoniz Co. Elects 
Sales Vice-President 


John M. Tyson has been 
elected to the newly created 
position of vice-president- 
sales of Simoniz Co., Chi- 
cago. In his new position, 
which replaces the former 
position of director of mar- 
keting, Mr. Tyson will direct 
overall sales and sales pro- 
motion for Simoniz. Prior to 
his promotion he was the 
company’s director of adver- 
tising for one year. 


sale firm is now operating 
as Decatur Hopkins Bigelow 
Dowse Co. Operations are to 
be combined by Jan. 1 out 
of the Bigelow Dowse one- 
story warehouse in Needham, 
Mass., (see HA, Jan. 6, 1955, 
p. 146; Jan. 20, 1955, p. 220). 


New lines of merchandise 
will be investigated, Gordon 
Farr, Decatur Hopkins vice- 
president, points out so in- 
dependent hardware dealers 
can increase their lines, just 
as many types of retail out- 
lets have expanded in recent 
years. The company will re- 
port monthly to its customers 
on new merchandise, trends, 
and news of the trade. 


The increased sales force, 
Mr. Farr also points out, 
will enable the company to 
expand its studies of dealers’ 
needs. Services for dealers 
include store management, 
advice on financing, and a 
complete credit collection 
plan. 


The company is the exclu- 
sive PRO distributor in New 
England and plans to greatly 
expand its PRO Store Pro- 
gram during 1962. 


Electronic equipment will 
be used in the warehouse 
operation for handling or- 
ders, billing, and stock con- 
trol to improve handling of 
orders. The warehouse has 
a drag line to move incoming 
merchandise to storage, and 
to bring merchandise from 
storage to the shipping area. 


The company will be rep- 
resented by 50 salesmen, and 
after the first of the year the 
present lines, price service 
and deliveries of both whole- 
salers will be combined. 
Management points out that 
many more new features in 
merchandise and service to 
dealers will be_ possible 
through this consolidation 
than could have been offered 
by either company before the 
consolidation. 
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TAYLOR HARDWARE CO. 


102 East Garden St. 


WILL BE CLOSED 
FRIDAY and SATURDAY 


June 30th and July Ist 
FOR ANNUAL INVENTORY 


Thenk You Pensecola For A Good Yeor 


Open Monday, July 3rd As Usual 


Taylor Hardware Co. of Pensacola, Fia., takes every opportunity 
to build good-will. This year the store closed for inventory during 
the July 4th weekend and it placed an ad in the local paper. 
The ad had a two-fold purpose. It announced to customers that 
Taylor Hardware would be closed, and it also thanked them for 
their patronage throughout the previous year. 





; ______ News of the Trade 
“Thank you”’ builds good-will 





THEODORE D. HAUBNER 


T. D. Haubner Retires 
At R. K. Carter & Co. 


Theodore D. Haubner, vice- 
president and a director of 
R. K. Carter & Co., pur- 
chasing agents for wholesale 
hardware houses, New York 
City, retired in August. He 


had 45 years of service with 
the company. 

Mr. Haubner began as 
buyer in the electrical de- 
partment, and later became 
sales manager in charge of 
new business. He later served 
as second vice-president and 
in 1957 was elected first 
vice-president. 


William E. Seeman, a 
director of the firm, was 
elected vice-president upon 
Mr. Haubner’s retirement. 
He has been with Carter 
for 28 years, and was for 
a time the second vice-pres- 
ident. 


Mr. Seeman will continue 
supervising the buying de- 
partments of the company. 
Mr. Haubner’s duties as 
service sales manager have 
been assumed by his former 
assistant, J. D. Livingstone. 


Sees $5 Billion in 
Garden Sales By ‘68 


Management of the Eastern 
Lawn, Garden and Allied 
Products Trade Show, to be 
held Oct. 20-22 at New York’s 
Coliseum, sees a market that 
“may hit $5 billion by 1968. 

“We agree completely with 
a recent Printer’s Ink pre- 
diction that the present $3.7 
billion market for outdoor 
products will expand by more 
than one-third by 1968,” 
ELGAPTS managing director 
Frank M. Yeager reported. 


Awards to Wholesalers 


Ace Hardware Corp., Chi- 
cago, was awarded a bronze 
$100,000-Plus Club plaque by 
National Brush Co., Aurora, 
Ill., for purchases totaling 
more than $100,000 in one 
fiscal year. 

Three Minnesota wholesal- 
ers were awarded Century 
Club plaques by Mirro Alu- 
minum Co., Manitowoc, Wis., 
for purchases exceeding 
$100,000. They are Farwell, 
f-mun, Kirk & Co., St. Paul; 
Our Own Hardware, Minne- 
apolis; and Coast-to-Coast, 
Minneapolis. 





Dealer Panel Reviews 
Problems In Hardware 


Dealers exchanged ideas 
on employees sales contests, 
advertising, point-of-pur- 
chase displays and merchan- 
dising programs at the first 


dealer panel meeting spon- 
sored by Otto Bernz Co., 
Rochester, N. Y. 

Periodic dealer meetings 
will be held to discuss mu- 
tual problems. Bernz plans 
to incorporate dealer sugges- 
tions into sales campaigns. 


Dealers and company personnel at the first panel meeting sponsored 
by Otto Bernz Co., left to right, Henry Mont, Otto Bernz Co.; Tom 
Huntley, Huntley Hardware, Cleveland; George Bueckman, Bueck- 
man Hardware, Rochester, N. Y.; Lou Stauber, Ace Hardware, 
Chicago; Fred Dittman, Otto Bernz; Jack Dunn, Otto Bernz; Barrett 
Kirkendall, Otto Bernz; Al Brown, Otto Bernz; Bert Levy, Handy- 
Andy Hardware, Stuart Manor, N. Y.; Leland Gaines, Gaines 
Brothers Hardware, Alexandria, Va.; John Mallett, Otto Bernz; 
Stirling Tompkins, Do-It-Yourself Hardware, Hanover, N. J.; Arnold 
Constable, Home & Hobby Hardware, Smyrna, Ga. 
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brief reports of 


MANUFACTURERS SALESMEN 


@ True Temper Corp., Hardware Div., Cleveland, Ohio— 
Joseph Diemente, former Landers, Frary & Clark, sales 
representative to Syracuse, N. Y., as district sales manager 
for western New York state, eastern Pennsylvania, southern 
New Jersey, Maryland and Delaware succeeding William 
Sandstrom who is transferred to Chicago as district sales 
manager; Robert R. Lent, former Meyer Merchandising Serv- 
ice salesman to cover Illinois and southern Wisconsin; Gene 
T. Besel, former manager of Ladd’s Hardware, Pueblo, Colo., 
to Denver to serve the mountain states; W. R. Wilmore from 
Omaha to Dallas to serve the area formerly covered by 
E. M. Luther who retired July 1. 


@ Weller Electric Corp., Easton, Pa.—E. V. Yaeger to cover 
hardware and automotive sales in Nebraska, Iowa, Kansas, 
Missouri; Harry Bentz to cover hardware and automotive 
sales in western Pennsylvania, western New York, West 
Virginia and eastern Ohio; Emery M. Hatch to cover hard- 
ware and automotive sales in Michigan, Indiana, Kentucky 
and western Ohio. 


@ Ortho Div., California Chemical Co., Richmond, Calif.— 
James C. Meier, former salesman for R. J. Reynolds Tobacco 
Co., Philadelphia, to south New Jersey, Delaware and east- 
ern shore, Maryland territory. 


@ Melnor Industries, Ltd., Rutherford, N. J—John Need- 
ham, Don Mills, Ont., Canada, to cover Ontario, Quebec, 
New Brunswick, Newfoundland, Nova Scotia and Prince 
Edward Island. 


@ DAP, Inc., Dayton, Ohio—R. J. (Joe) Fowler, former 
east coast sales representative, to district manager of the 
West Coast sales office, Richmond, Calif. He will cover Cali- 
fornia, Washington, Oregon, Wyoming, Utah, Nevada, New 
Mexico, Hawaii and Alaska. 


@ Patterson-Sargent Co., Inc., Cleveland — Harold Coseo, 
former Boston district manager, to Atlantic Coast district 
manager; Clay Mattson, former Duluth area representa- 
tive, to district manager St. Paul; Charles Smothers, for- 
mer Geo. D. Wetherill & Co. representative, to district man- 
ager, Boston sales district; James O’Dea, former Albany, 
N. Y., sales representative, to district sales manager, Bos- 
ton district. 





T-50 STAPLE GUN 
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A STAPLE WHEREVER 
YOU'D DRIVE A NAIL! 
AS ADVERTISED IN 


ARROW FASTENER CO. INC 
Junius St. Brooklyn, N.Y 
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Hang packs of ‘‘Production’”’ 
Paper Discs on pegboard dis- 
plays. Handy tab makes it easy 
to do. Disc packs in colorful dis- 
: play carton in your tool depart- 
: : : ) ment help spur impulse sales. 
ale fe) ss Sa es @ Discs sand both wood and metal; 

o | Universal Center Hole fits any 44” 
7 | } or larger electric drill. 5” and 6” sizes in most 
(are 6 Ty popular grits. 5 discs per pack. Ask your 3M Man. 
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«- WHERE RESEARCH 18 THE KEY TO TOMORROW 





PRODUCTION 1S A REGISTERED TRADEMARK OF 3M CO., ST. PAUL, MINN 











Want more facts? Circle 149, p. 55 





"SUGGESTED RETAIL PRICE | 


“199 3 


Slightly higher west 
of the Mississippi a 


Want more facts? Circle 150, p. 55 








Chang CS New products and new trade names are constantly being added to the lisiings for 


the next Directory Number of HARDWARE AGE ° Therefore, if you do not 4 A - f) W A RE A G gf 
find in the current issue of the Directory Number the product you are in- Chestnut & 56th Sts., 
terested in, write to the “Who Makes It” Editor. He'll be glad to serve you. Phila. 39, Pa. 














—_ a MARSHALLTOWN 
MARSHEOWE TROWELS 


MARSHALLTOWN TROWEL COMPANY «+ MARSHALLTOWN, IOWA 


Want more facts? Circle 151, p. 55 
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Packaging Exposition Judges Panel Includes 


Retailers, Wholesalers, Package Designers 


Judges for the Packaging 
Exposition have been an- 
nounced by N. Allan Pettit, 
Campbell Chain Co. and 
chairman of the Hardware 
& Housewares Packaging 
Committee that is sponsoring 
the Exposition. 

The judges will consider 
some 150 entries at the Ex- 
position Oct. 2 to 6 in Mc- 
Cormick Place, Chicago, dur- 
ing the National Hardware 
Show. Winning entries will 
be displayed later in October 
at the Atlantic City Conven- 
tion. 

The judges’ panel points 
out Roy Connell, J. Wiss & 
Sons Co. and chairman of 
the judges’ panel sub-com- 
mittee, includes retailers, 
wholesalers and package de- 
signers. 

Judges are: Harry Mc- 
Guire, Wolff, Kubly & Hir- 


sig, Madison, Wis.; Robert 
Soukup, Soukup’s, Elmhurst, 
Ill.; D. J. Leeker, Sears 
Roebuck & Co., Chicago. 

Also Joseph Demshar, The 
George Worthington Co., 
Cleveland; E. L. Mackey, 
Hibbard, Spencer, Bartlett & 
Co., Evanston, Ill.; W. E. 
Smith, Jr., Oklahoma Hard- 
ware Co., Oklahoma City. 
Also Richard Brant, Morley 
Bros., Saginaw, Mich.; Ed- 
ward E. Lanctot, Cotter & 
Co., Chicago; J. C. Keen, 
Beck & Gregg Hardware Co., 
Atlanta, Ga. 

Also Gerald Stahl, Gerald 
Stahl, Inc., New York; Mor- 
ton Goldsholl, Morton Gold- 
sholl Design Associates, New 
York; Edwin Sample, Sam- 
ple, Durick Co., Chicopee 
Falls, Mass.; Sarah Lee Ger- 
rish, Modern Packaging 
Magazine, Chicago. 





ARTHUR LOVE 


Commonwealth Plastic 
Names Arthur Love 


Arthur Love has been 
named sales manager of 
Admiration Div., Common- 
wealth Plastic Corp., Leo- 
minster, Mass. Mr. Love was 
sales manager of Howard 
Housewares Div., LaPointe 
Industries. 

The company has begun 
an expansion program which 
includes adding many more 
items to its several major 
product lines. 


Brunswick Integrates 
3 Sports’ Divisions 


Three sports’ equipment 
divisions of Brunswick Corp., 
Chicago, have been integrat- 
ed under the name “Bruns- 
wick Sports.” Sales and ex- 
ecutive personnel have been 


realigned and augmented. 

The divisions are Mac- 
Gregor Co., formerly at Cin- 
cinnati; Red Head of Chi- 
cago; and Union Hardware, 
Torrington, Conn., and 
Ware, Mass. 

All divisions will head- 
quarter at the home office. 
Executive vice - president 
Lawrence Peifer, formerly 
head of Brunswick’s business 
development board, is top 
administration aide to Bruns- 
wick’s president of sporting 
goods and marine divisions, 
F. E. Troy. 


Charles Henry Joins 
Western Cutlery Co. 


Charles A. Henry has 
been named assistant sales 
manager of Western Cutlery 
Co., bouider, Colo. Mr. Henry 
had been sporting goods and 
cutlery buyer for the 
W. Bingham Co., Cleveland 
wholesaler, for the past 7% 
years. 


Meyer Sells Interest 
In Koehr Supply Co. 


Arthur F. Meyer, co-owner 
of Koehr Supply Co., Mce- 
Henry, Ill, hardware dis- 
tributor, has sold his interest 
in the firm to F. A. Kissling. 

Mr. Meyer, founder of 
Meyer Merchandising Serv- 
ice, has not announced his 
plans for the future. 
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News of the Trade 


LEE MASON 


Continental Can Names 
Housewares Manager 


Lee Mason has been named 
general manager of the metal 
specialties and Decoware 
metal housewares line of 
Continental Can Co., New 
York, succeeding F. G. De- 
vere. 

Mr. Mason has been suc- 
ceeded as sales manager for 
industrial and _ household 
product cans in the Eastern 
Metal Division by P. H. 
Black, former district sales 
manager in Boston. 

J. W. McMorrow, former 
assistant products sales man- 


ager on Continental’s head 
office staff takes the Boston 
post. 


Wholesalers Are Hosts 
For Stanley Deal-R-Ama 


Deal-R-Ama presentations 
for dealers were co-spon- 
sored by wholesalers in At- 
lanta, Philadelphia, Detroit 
and San Francisco, and the 
hand tool and hardware di- 
visions of the Stanley Works, 
New Britain, Conn. 

The shows featured Stan- 
ley’s Uni-Rack system for 
displaying families of related 
products to simplify mer- 
chandising and stock control. 

Wholesaler sponsors were 
in Atlanta, Sharp-Horsey 
Co.; in Philadelphia, Edward 
K. Tryon Co., Walter Hard- 
ware Co., Supplee-Biddle- 
Steltz, Shields & Brother; 
in Detroit, B & B Distribu- 
tors, Morley Brother:, Ser- 
wers, H. J. McCarty & Co., 
George Wetherbee & Co., 
Bostwick-Braun Co.; in San 
Francisco, Baker & Hamil- 
ton, Garehime Corp., Dun- 
ham Carrigan & Hayden Co., 
and Nusbaum Wholesale 
Hardware Co. 





OBIT U 


ARIES 





James F. McChesney 


James F. McChesney, for- 
mer proprietor of McChes- 
ney’s Hardware, Moorestown, 
N. J., died recently. Mr. 
McChesney was one of the 
older and better known deal- 
er members of Franklin 
Hardware & Supply Co., 
dealer - owned wholesaler, 
Warrington, Pa. 


Myer A. Silverman 


Myer A. Silverman, 53, 
vice-president in charge of 
sales for Wall Mfg. Co., 
Grove City, Pa., died recently 
in a Pittsburgh hospital. 


isidor Aron 


Isidor Aron, 75, hardware 
merchant for 30 years in 
Chicago’s West Side died re- 
cently. Since 1956 he worked 
for Harry-Lou Hardware 
Store, Morton Grove, Ill. 


George R. Morgan 


George Russell Morgan, 54, 
owner of Morgan Hardware 
Co., Rockmart, Ga., died re- 


cently. He had been with 
Rome Hardware Co., Rome, 
Ga., and purchased Morgan 
Hardware Co. in 1951 started 
by his grandfather in 1901. 


A. D. Harman 


A. D. Harman, partner 
and eo-founder of Cusack, 
Harman and Phillips, manu- 
facturers’ representatives, 
Kansas City, Mo., died July 
28 at St. Luke’s Hospital. 
He co-founded the agency 
in 1932. 


Mortimer H. Fager 


Mortimer H. Fager, 54, 
owner of Fager Hardware, 
Cicero, Ill., died recently of a 
heart attack suffered at his 
store. His father founded the 
business 40 years ago. 


Barnett Buddish 


Barnett Buddish, 69, re- 
tired vice-president and di- 
rector of the Rubberset Co., 
E. Newark, N. J., died July 
19 after a long illness. He 
joined Rubberset in 1908. 





HA Photo Angles 


A report in pictures 
of events in the trade 





Miss Pat Ramsey, hostess (left) and Dick Edlund, salesman, who explained the O.K. 
Hardware identification signature contest to Mr. and Mrs. R. J. Hunt, Hunt's 
Hardware, Mechanicsville, lowa. A number of such signatures was offered for 
dealer voting at the toy and gift show recently held at Farwell, Ozmun, Kirk & Co., 
Saint Paul, Minn., wholesaler. The show was so “completely satisfactory" that it 
will be more elaborate next year. Another contest drawing awarded a $240 wash- 
ing machine to Russ Dorn, Dorn Hardware, Fergus Falls, Minn. 


SENSEM ITH: 
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Here are representatives of 40 sporting goods’ distributors await- 
ing takeoff of a chartered TWA Constellation at Lancaster, Pa.., 
after leaving host Old Pal Inc., subsidiary of Animal Trap Co. of 
America, Lititz, Pa. The men shown were entertained for two days 
by Old Pal, then flown directly to Chicago to attend the annual 
Associated Fishing Tackle Mfrs. Show there. 


Management and the national sales force of Crescent Tool Co. 
gathered recently at Jamestown, N. Y., for the company's annual 
sales meeting. In addition to a study of product and merchandis- 
ing plans, the meeting served as an introduction of the sales force 
to management of Crescent Niagara, which purchased the 54-year- 
old tool company late last year. 


The national sales force of Wright Saw Div., Thomas Industries Inc., was invited to “cut up" at its annual meeting at Sheboygan, Wis., 
recently. Product knowledge and development was stressed at the four day meeting. Sales, service and management men all are represented 


here. 





Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, 50 words or less 
Each additional 


Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & Séth Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED 
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SALESMAN WANTED 


Salesman calling on hardware and allied 
dealers to carry our line of highest grade 
Solingen Cutlery. Commissionable. Some states 


open. When replying state other lines carried 
and references. 


Bonzer, Incorporated 
Post Office Box 5902, Jacksonville 7, Fila. 





MANUFACTURERS REPRESENTATIVE 


Manufacturers ef somplete line of Dryer Venting 
— desires representatives call on Ap- 
plianee Distributors, Washing Machin 
tributors, Plumbing Supply Houses, etc., 
following states: New York, New Jersey, Pennsy!- 
vania. Maryland, Virginia, West Virginia and the 
Central States. 

SERV-WELL BURNER CORP. 

P.O. Box 429, Manchester, Conn. 








REPRESENTATIVE WANTED 


We manufacture a newly patented stainless steel 
feck that has introduced the first major change in 
padiocks since their inception. This leek opens a 
new door to security and protects possessions hereto- 
fere subjeet to pilferage. We seek experienced quality 
representative selling traditionally established hard- 
ware, sporting goods jobbers. Write full details, 
P. 0. Box 505, Sonoma, California. 








REPRESENTATIVE WANTED 


EXCELLENT LINE for sales representatives calling 
on the retail trade in hardware, department, variety 
and chain stores. Item has excellent repeat busi- 
ness! Good commissions. Write, giving territory and 
background. 


Midwest Plastics Incorporated 
208 Bates Avenue St. Paul 6, Minn. 





REPRESENTATIVES WANTED 


Calling on Hardware Jobbers and Wholesale for High 
Speed Steel Hand Hacksaw Blades manufactured in 
France and distributed throw:gh newly established 
American subsidiary. All territories now open. Very 
competitive prices. Write: 


VIRAX INC., 79 Wall Street, New York 5, N. Y. 


SALESMEN WANTED 


With following to sell direct to Hardware, Paint, 
Building Supply Stores and Lumber Yards, a leading 
line of cempetitive unconditionally guaranteed paint 
brushes. Full or side line. Guaranteed territories. Give 
particulars and territories covered in first letter. 


Box 834, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








REPRESENTATIVE WANTED 


Mechanics Hand Tool Manufacturer (socket wrenches, 
open end wrenches, etc.), requires Manufacturers 
Representative, to cover the states of Oregon and 
Washington, calling on Automotive, Hardware and 
Mill Supoly trade. 


Box 905, c/o HARDWARE AGE 
Chestnut & 56h Sts., Philadelphia 39, Pa. 








REPRESENTATIVES WANTED 


By Importer of quality Danish Carbide 
Masonry Drills to cover retail Hardware, 


Lumber Yards and Building Supply 
dealers. Excellent second line for ca- 
29able producers. 
Write complete resume to Box 303 
Central Islip, New York 


REPRESENTATIVES WANTED 


National manufacturer of good quality, competitively 
priced paint brushes, has several protected terri- 
tories available. Top commission, all shipments pre- 
paid. Splendid opportunity for the right men. State 
full particulars in first letter. 


Box 909, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














STOCKING REPRESENTATIVES WANTED 


To sell new Knife Tool to Hardware Trade. This 
is a short line, but the kind every sales repre- 
sentative likes to have to help cover expenses. 
Fast easy selling requires little effort. Good 


return. 
RIC-NOR COMPANY 
183 Fuller Street, Brookline, Mass. 








PAINT BRUSH REPRESENTATIVE WANTED 


by National Paint Brush Manufacturer for Iowa and 
Nebraska. Must have following and now calling on 
Paint, Hardware Stores and Lumber Yards. Give all 
particulars first letter. All inquiries held strictly 
confidential. 


Box 901, c/o HARDWARE AGE 
Chestnut & 56h Sts., Philadelphia 39, Pa. 











PROVEN MONEY MAKER—The original 
and patented Down Spout-O-Matic for homes. 
Sold preferably to Distributors though not ad- 
verse to retail contacts. Natural outlets: Lawn 
and Garden Stores—Hardwares—Lumber Yards— 
Landscapers—Legitimate Catalog Houses—many 
more outlets. Received national publicity. Be 
readv for 1962 business. See us at The National 
Hardware Show or contact Down Spout-O-Matic 
Co., 431 S. Princeton Ave., Villa Park, Illinois, 
c/o V. R. Arnt. Legitimate discounts and com 
missions. Many choice territories open. Send 
resume letter to see if you are OUR man. 





SALESMAN: Experienced— For wholesale 
hardware concern. Call on hardware stores, lum- 
ber yards and mason material trade. To replace 
retiring salesman, called on trade over 25 years. 
Long Island and New Jersey territory. Good 
opportunity for right man. Box 823, c/o Harp- 
Se Act, Chestnut & 56th Sts., Philadelphia 
39, Pa. 





_WANTED—Distributor or Sales Representa- 
tive for a new manufacturer of non-ferrous nails 
—Aluminum, Copper and Stainless Steel. Will 
poo to your specifications. Box 819, c/o 
ARDWARE Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 
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MANUFACTURER'S REPRESENTATIVE 
WANTED to sell Harris 100% handmade guar- 
anteed high-carbon stee] knives. For sixty years 
manufacturers of butchers, paring, carving, kitch- 
en, boners, skinners, steak, sticking, hunting 
knives, ete. A unique quality side-line paying 
20% commission. Write full details first time 
giving present lines and territory, also, if able 
to make deposit on samples, subject to return 
_ refund. Harris Knife Co., Cedar Rapids, 
owa. 





SALESMEN WITH A FOLLOWING in the 
Hardware, Electrical, Mill Supply trade to sell 
imported Wood Screws, Stove Bolts and other 
Fasteners on commission basis. Competitive prices 
and attractive terms. Exclusive representation 
to qualified men. Give all information about your 
present connections. Box 831, c/o Harpware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





REPRESENTATIVES WANTED: REPEAT 
BUSINESS. UNLIMITED VOLUME (our 
products are consumed). Complete merchandising 
aids. HIGH COMMISSION. Send complete de- 
tails stating lines carried, territory covered, num- 
ber of men and references. Box 912, c/o Harp- 
zeae Ace, Chestnut & 56th Sts., Philadelphia 39, 

a. 


ACCOUNTS WANTED 


LEONARD PILL 
AND ASSOCIATES 


1903 W. 9th Street 
Les Angeles 6, Calif. 


Terr.: California, Arizona, Nevada 


Six Salesmen Agency 
SERVICE RESULTS 





DEPENDABILITY 











AGGRESSIVE, REPUTABLE MANUFAC. 
TURERS’ REPRESENTATIVE open for addi- 
tional Hardware, Housewares or Garden line for 
Metropolitan N. Y., N. J. Have strong, well 
established following among Hardware, House. 
wares and Garden Wholesalers, Rack Jobbers, 
Chains and Catalog houses. Thorough know-how 
promoting, marketing lines for utmost potential. 
Box 644, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 

TOP LEVEL MANUFACTURERS’ AGENT 
interested in major line for six New England 
States. Covers hardware, housewares, automotive, 
discount and department stores, chains, dealers, 
jobbers, club plans, supermarkets. Inquiries in- 
vited. Suite 413, 43 Leon St., Boston, Mass. 


WHARTON SCHOOL GRADUATE, with 
six years’ experience calling on Hardware Job- 
bers in the Middle Atlantic area, wants to sell 
for a few solid companies with established lines. 
Box 806, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


LINES WANTED by competent sales repre- 
sentative covering Southern Louisiana and Mis- 
sissippi. Experienced in sales of Hardware, 
Housewares, Plumbing, Electrical and Building 
Supplies. Box 904, c/o Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 

















ACCOUNTS WANTED BUSINESS OPPORTUNITIES BUSINESS OPPORTUNITIES 


ESTAB LISHED MANUFACTURERS 
AGENT DESIRES ADDITIONAL LINES for 
the wholesale Hardware, Lawn and Garden and 
Automotive Jobbers and Distributors, for the 
states of Missouri, Kansas, lowa, Nebraska and 
the Mississippi river counties in Illinois includ- 
ing Springfield south. Only Top lines consid- 
ered. Personal interview can be arranged at 
National Hardware Show. Send iniecutalion to 
Box 906, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


LINE 


WANTED: Can handle 1 
“short”’’ lines. Experienced, well 
(1937). Metropolitan New York, Long Island, 
Northern New Jersey. Know trade and trade 
knows us. Hardware and housewares, Jobbers, 
Mill supply, Chains, Large volume buyers, Dis 
count Houses. At Chicago Show, Illinois 

letic Club, RAndolph 6-0510. Philip M. Jackson, 
33 W. 42nd St., Rm. 1846, New York 36, N. Y 
Packaged apeeanan, repeat items S angperes, 


‘lone’ or 2 
established 


MANUFACTU RERS 
NEEDS ONE GOOD VOLUME LINE, Hard 
ware Jobbers, Large Lumber Yards and Chains. 
Western Pennsylvania, Eastern Ohio and West 
Virginia. (Will be at Hardware Show in Chi 
cago in October). Best of Reference along with 
a nice following. Box 903, c/o Harpware Ace, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


HARDWARE EXPORT MANAGER 


Well known Combination Export Managers 
have unusual opportunity for young man 
with Builders’ Hardware and Export experi- 
ence. Position requires a thorough knowl- 
edge of both fields. Must be willing to 
travel. Languages helpful. Excellent future 
for right man. Reply in strictest confidence. 
Send complete resume, including salary re- 
quirements and recent photograph. 


Box 911, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


REPRESENTATIVE 














FOR SALE—IN FLORIDA 


In one of the fastest growing sections on the 
West Coast, Retail Hardware Business, Build- 
ings and property, handling general line hard- 
ware, paints, pipe and fittings. Wonderful op- 
portunity to do wholesale and retail busi- 
ness. Address inquiries to 
Box 825, c/o HARDWARE AGE 

Chestnut & 5éth Sts., Philadelphia 39, Pa. 








BUSINESS FOR SALE 


Medium size Wholesale Hardware Business for 
sale located in New York City—Many Top Lines 
—5 day week—profitable business—suitable for 
2 partners. Approximately $35,000 


Box 908, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








Door Butts 
Storm Sash Hangers 
Screen Door Latches 
Lock Sets 
Send for list showing hundreds of 
other close-o ems. 


JOSEPH BINFORD & SON 
CRAWFORDSVILLE, IND. 


10 Pr. 
50 Doz. 
48 Ea. 
99 Ea. 








BUSINESS OPPORTUNITY 


FOR SALE: Old established Retail Hardware Busi- 
ness, located in County Seat in growing city of ap- 
proximately 10,000 population, south central Florida. 
REASON for sale Ase and failing health of owner. 
If interested write 


Box 913, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











FOR SALE: Packing cotton braided, 
valve stems, Linear and Belmont 
Sizes are 1%, %, &%, %, 5/16 
original packages. 2,000 pounds, 
900, c/o HARDWARE AGE, 
Philadelphia 3¢ 39, Pa 

THE OPPORTU INITY OF A 
Highly successful hardware, 


material stock for sale. 


pump and 
Manufacturers 
and 7/16 in 
very cheap. Box 
Chestnut & 56th Sts., 
LIFE TIME: 
appliance, building 
eason tor selling—-death 
in management and present owners have other 
interests. Caldwell Hardware & Furniture Com 
pany, Malvern, Arkansas. 





ON PAGE 34 





DON'T MISS THE 


BUYING CHECK LIST 


| 
i 
| 
| 





Sales 











Want more facts? Circle 153, p. 55 


@ Take Least Counter Space 
@ Self-Selling Packaging 


HARDWARE STORE FOR SALE: Green 
River, Wyoming. Yearly volume average $52,- 
000.00. Only fixtures ont list of 300 good cus- 
tomers to buy. Gren River is booming from a 
new industry and a big dam being built outside 
of the town. No other hardware store here. Rent 
on building is extremely low. Contact Emerson 
Hardware, Green River, Wyoming. 


BUSINESS OPPORTUNITIES: Company 
now manufacturing a new and patented window 
hardware item wil] dispose of manufacturing and 
distribution rights. This includes dies, and in- 
ventory complete. Buyer must have national dis- 
tribution, will sell outright or half interest. Box 
907, c/o Harpware Acez, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 


~ HARDWARE PAINT BUSINESS 15 miles 
southwest of Los Angeles, Calif. Good family 
business established 35 years, $30,000.00 stock, 
fixtures and machinery for $25,000.00 cash. Long 
term low rental lease. Owner forced to sell due 
to health and age. Good opportunity to live in 
sunny Southern California. Box 710, c/o Harp- 
waRE Ace, Chestnut & 56th Sts., Philadelphia 
39, Pa. 


POSITIONS WANTED 


FLORIDA SALESMAN, ent resident, 
aggressive and productive. xperienced in all 
phases of selling. Desires association with repu- 
table firm. Can open new accounts ag well as 
service existing accounts. 40 years of age, mar- 
ried and have an excellent sales record. R. W 
Hancock, 1921 16th St., N.W., Winter Haven, 
Florida. 


RELIABLE MAN with 12 
perience calling on top 
in Middle Atlantic States desires sales position 
with reputable manufacturer or Manufacturer 
Representative Agency. Have excellent proven 
sales record. College graduate, family man, pres 
ently representing leading manufacturer in its 
field. Desires more opportunity and chance fer 
advancement. Will relocate. Box 902, c/o Harp- 
warkeE Ace, Chestnut & 56th Sts., Philadelphia 
39, Pa. be sh ae 

POSITION WANTED: A semi-retired Sales 
Executive with 35 years experience and acquaint- 
ance with the Hardware and Automotive Whole- 
salers in an area from Chicago and St. Louis to 
the East coast including New England States, 
wants to associate himself with an est: ablished 
organization of Manufacturers Representatives 
covering this type of distribution. Experience has 
been with one company for this entire period. 
Excellent health. Top quality r~ferences will be 
furnished gladly. Box 910, c/o Harpware Acg, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











years selling ex- 
wholesalers and dealers 





@ Have More Features for Easier 


See Your Jobber or 
Write for Literature 


Se aallal 4 
illimots 


CHAS. O. LARSON CO. 





: F succestep RETAIL PRICE 


399" 


Slightly higher west 
of the Mississippi 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and 

not as a par? of the advertising contract. Every care Is 

faken fo index correctly. No allowance will be made for 
errors or failure to insert. 


A 
Aluminum Co. of America 
Market Makers 


American Chain Div. 
American Chain & Cable Co. 


American Turpentine Farmers 
Association 


Ames Co., O. 

Animal Trap ©o. of America 
Arrow Fastener Co., Inc. 
Arvin Industries, Inc. 
Atlantic Industrial Corp. 
Atias Tool & Mfg. Co. 


Borden Chemical Co. 
A Div. of The Borden 
Chemical Co. 


Campbell! Chain Co. . ahs 
Columbus Plastic Products, 
Columbus Stove Co. 


Inc. 
..85, 89, 


D 


Deming Co. ac 
Desmond-Stephan Mfg. Co. 


6 





Flex-O-Glass, Inc. 
Warp Bros. 


G 


General Electric Co. 
Large Lamp Div. .. . 19-22 


Goodrich Industrial Products Co., 
B. F. 


Hodell Chain Div. 
National Screw & Mfg. Co. 


Salt Co. 
Iron City Too! Works, Inc. 


Internationa! 


K 


L 


Larson Co., Charies O. 





Want 





M 


Marshalltown Trowel Co. 

Master Lock Co. Ye 

McGill Metal Products Co. 
Miller Co., Inc., Robert E. 
Minnesota Mining & Mfg. Co.. 68, 
Modern Controls Corp. 


Myers & Bro. Co., F. E. 


N 


National Hardware Show... 


National Metal Products Co. 
Reese Metal Weather Strip Co. 


National Screw & Mfg. Co. 
Hodell Chain Div. 


Nicholson File Co. 


P & C Tool Co. 
Pennsylvania Saw Corp. 
Perfection Industries 
Pioneer Rubber Co. 


Pittsburgh Plate Glass Co. 
Paint Div. 


Plastex Co. 
Piumb, Inc., Fayette R. 


Prizer Ware Div. 
Textile Machine Works 


Red Devil Tools 


more facts? Circle 154, p. 55 





Reese Metal Weather Strip Co. 
A Sub of Nationo! Meta! 
Products Co. 


Rust-Oleum Corp. 


Ss 
Samson Cordage Works 
Shepherd Casters, Inc. 


Southern Screw Co. 


U 


Union Steel Chest Corp. 
United States Graphite Co. 


ViSirecord, Inc. 


Volkswagen of America, Inc. 


w 
Warp Bros. 

Flex-O-Glass, Inc. 
Water Master Co. 
Weor-Ever Aluminum, Inc. 
Wiegand Co., Edwin L. 
Wood Shovel & Tool Co. 
Woodhill Chemical Co. 


Y 


Yale & Towne Mfg. Co. 
Lock & Hardware Div. 





SUGGESTED RETAIL PRICE _ 


$O9°*° 


Slightly higher west 
of the Mississippi 








Bakelite Furniture Rest 


DOMES oF SILENC 


DOMES OF SILENCE 
RUBBER CUSHION GLIDES 


RUBBER CUSHION GLIDES 


Wonderful for all wood 


and metal f 
Glide softly, 
smoothly. 

a 3-color card. 











Bakelite Caster Cup 


\ 





6 Sizes, 
%e”, Ye", 1”, 11/16", 1%", 1%". 
PROMPT SHIPMENT 
Ask your jobber, if he is not supplied, write 
ROBERT E. MILLER & CO., INC., 
35 Pearl St.. New York 4. N. Y. 


Sar FOORS Sat RUS 
eS 


Rubber Expander 
Tubular Glide 
Upholstery Nail 








Adjustable Rubber 


; Adjustable Tubular 
shion Glide 


Spring Type 











Want more facts? Circle 155, p. 55 
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That’s right! This attractive Hodell Chain Merchandiser takes 
little floor space, catches customers’ eyes, suggests chain needs 
... Sells by itself! It will make your chain selling almost effortless, 
certainly faster and more profitable. 

Why not set up your complete, compact chain department 
soon? Ask your Hodell Chain distributor for complete details 
on display stand and initial chain assortment, and get your own 
merchandiser started selling chain for you. You'll never know 
how many customers for chain you can make, until you do. 


HODELL CHAIN COMPANY cleveiana 3, Ohio 


DIVISION OF THE NATIONAL SCREW & MFG. CO. 


HODELL CHAIN MERCHANDISER. ..Sturdily built, 
only 57” high, tubular-steel frame. Bright red and 
yellow finish. Individual refill reels available as needed. 


1886 — 1961 


Hodell’s 75th year of good products 
and good service 


National 





